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Have you Women’s Goods—then every week use 


MONDAY’S AND SATURDAY’S 


Philadelphia Record 


These are two Big Department Store Days. 
WEDNESDAY, too, if you can. 


If you have Food Stuffs or Grocery Goods, 
Use TUESDAY'S, THURSDAY'S AND SATUR- 


DAY’S RECORD. First two circulations are just as good 
(185,000) and the paper is not so crowded. 
$45 a week will buy you a five-inch 


card three times a week for a year or 
a seven-inch card twice a week. 


That extra name on the payroll is a good investment. 
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a 
American 
Newspaper 
Directory 


Tellsthe circulations of all Amer- 
ican Newspapers. Revised, cor- 
rected and reissued every three 
months. Sixteen hundred pages: 
} Price Five Dollars a Volume or 
| Twenty Dollars a Year. Latest 
edition issued September 3d. 2 


We should hardly know how Every page of the American 
to get along without the Ameri- | Newspaper Directory breathes 
can Newspaper Directory. We the desire of its publishers that 
regard it by all odds the most it shall be absolutely correct in 

: : every statement it makes. 
complete and reliable guide that Truly yours 
the advertiser can make use of ; FRANK ae BATCHELD, 
IN FACT, WE USE NO OTHER.— Clerk of the Committee on 
R. V. PIERCE, President World’s | Banking and Currency, House of 
Dis. Med. Ass’n, Buffalo, N. Y., | Representatives, U. S. Wash 
July 24, 1901. ington, January 17, 1899. 








A newly revised edition was issued September 3d. 
Price Five DoLvars. 


Sent, carriage paid, on receipt of price. Address 


| Geo. P. Rowell © Co., 


Publishers AMERICAN NEWSPAPER DIRECTORY, 


No. 10 Spruce St., New York, N. Y. 
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A JOURNAL FOR ADVERTISERS. 
ENTERED AS SECOND-CLASS MATTER AT THE NEW YORK, N. Y., POST-OFFICE, JUNE 29, 1893 


VoL. XXXVI. 
THE ADVERTISING AND 
SALE OF AN ENGLISH 
P RODU bg 


INTRODUCED IN AMERICA ONLY 
THREE YEARS AGO, LIBERAL PUB- 
LICITY CREATES READY SALES FOR 
HOLBROOK SAUCE, 


Mr. A. N. De Lisser, brother 
of Mr. Horace De Lisser, the 
American agent for Holbrook’s 
Worcestershire Sauce, in telling 
PRINTERS’ INK's _ representative 
the story of how that condiment 
was being exploited in the United 
States, surprised him by the state- 
ment that little effort had been 
made to sell the product in this 
country prior to three years ago. 

‘ My brother,” said he, “ is just 
on the eve of returning to Ameri- 
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SOLD IN THE UNITED ST ATES 
18 MADE AND BOTTLED IN ENGLAND. 
A similar claim made for any otber 
WORCESTERSHIRE SAUCE 


IS A POSITIVE 


DECEPTION AND FRAUD. 





ata Ri LISSER, Aet., U. S. and Can, 
WEST BROADWAY, N. Y. 








ca, after his yearly visit to the 
Birmingham Vinegar Brewery, in 
England, the maker of the sauce. 
That establishment, an enormous 
plant, turns out any quantity of 
products—pickles, senna, mus- 
tards, seidlitz powders, soda, and 
a large number of chemicals. But 
the sauce, despite an import duty 
of 40 per cent, is a product for 
which the readiest sale is found 
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in America, and the only one we 
push here. It 1s the only sauce 
imported, too, which is sold on 
the local market just as it comes 
from abroad. Others send only 
the ingredients, and these are 
compounded here.” 

“Is Holbrook’s Sauce a new 
product in England?” 

* Bless you, no! It has been 
on the market fully half a century, 
and made first by a Holbrook. 
The American branch my brother 
established in 1898. In the three 
years past we have expended be- 
tween $250,000 and $300,000 in 
exploiting it here. During the 
next twelve months we expect to 
spend fully $250,000, taking up 
several classes of mediums, nota- 
bly the magazines, which we have 
not yet touched.” 

“And what has been your 
course up to date?” 

“We began and are still con- 
tinuing an elaborate and thorough 
house-to-house canvass, not only 
in most of the large cities, but 
also in the smaller towns and in 
the agricultural districts. We 
started by having six very elabo- 
rate wagons built—vehicles that 
cost us, even with the advantage 
of wholesale prices, a little more 
than $600 each. They are gor- 
geous, and manned each by a 
driver, a tiger and six distribu- 
ters. Each of this force is attired 
in a striking uniform, and_ the 
horses are gaily harnessed. Soon 
after this first six had begun their 
rounds, we added six more, and 
continued to add wagons and 
crews until we now have nearly 
forty. This distribution has been 
continued steadily ever since, ex- 
cept during the summer months. 
All parts of the country have been 
visited, except the extreme parts 
of New England and sections of 
the South. Among the cities so 
far canvassed are New York, 
Srestiipa, Philadelphia, Boston, 
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Cincinnati, Chicago, Cleveland, 
Detroit, Milwaukee, St. Paul, 
Minneapolis, Omaha, Kansas 
City, Duluth and San Francisco. 
At the last named we are estab- 
lishing a special agency, and ex- 
pect to ship there direct from 
Liverpool. Our plan is to leave 
a sample two-ounce bottle of the 
sauce with every housekeeper, ac- 
companying it with one brief cir- 
cular, and simultaneously inform- 
ing her that the nearest grocer 
can supply it. At the same time 
we wait on all grocers and ar- 
range matters with them. All or- 
ders from. grocers are filled 
through jobbers. In mentioning 
these cities, I have only to add 
that we have tried to cover as 
much of the country between as 
lav in our power.” 

“Did you distribute literature in- 
dependently, or attempt to doany- 
thing through correspondence?” 

‘ Neither, to any extent, for as 
we were seeking only the consum- 
er direct, we saw no practical way 
of utilizing these mediums. But 
we have made quite a feature of 
out-door display—billposting and 
posters, mostly in large cities, also 
considerably along railroads, par- 
ticularly in the neighborhood of 
stations. Then, too, we have fa- 
vored the elevated railroads and 
the street car lines, making yearly 
contracts with the latter.”’ 

“ Novelties seem to have been 
a strong card with you?” 

“Yes, we have indulged in 
them to an extent, mainly, how- 
ever, in articles for the grocers 
themselves. We even gave a the- 
atrical performance—a fine vaude- 
ville show—the retail grocers be- 
ing our guests. One novelty out 
of the ordinary line I wouid call 
to your special attention. Few 
people, even among the very best 
informed, seem to be aware of the 
fact that one of the presidents of 
our country was a musical genius, 
the composer of the music and 
the writer of the words of a num- 
ber of songs. I refer to John Ty- 
ler. Among his songs is one pa- 
triotic ode called ‘Virginia,’ copy- 
righted by a grandson. We ob- 
tained the privilege of publica 
tion, and are publishing and dis- 
tributing it, and since it is really 
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a fine production, there is a gre 
demand for it and we receive ae 
benefit of its publicity.’ 

‘Besides these?” 

‘Well, we do a vast amount of 
PM an Rl not only at food 
shows and functions of a similat 
kind, but at grocery and depart 
ment stores from the Atlantic to 
the Pacific Ocean. But as far as 
advertising in publications is con 
cerned, we have not yet gone into 
general mediums, such as_ food 
journals, magazines, humorous 
papers, etc., all of which we pro 
pose to use this season. In a num 
ber of trade journals we _ have 
steadily been taking liberal space 
—quarter, half and whole pages. 
We have also taken much space 
in New York dailies and_ shall 
continue to do so. In both of 
these classes we have had many 
reading notices, some paid for, 
others free, but all, we _ believe, 
were effective. We have only 
omitted the Sunday editions, our 
logic being that they are so volu 
minous that nothing short of full 
pages would be worth while.” 

‘What is your opinion of the 
comparative worth of morning 
and evening papers?” 

“We prefer evening sheets, 
and sum up our preference in one 
short sentence—the morning pa 
pers go out of the house, the even 
ing papers come into it.” 

How do you reach hotels 
clubs, restaurants, etc. 

3y entirely distinct and indi 
vidual methods, far removed 
from advertising.” 

‘Have you tried to trace ad- 
vertising results?” 

‘Only in a very general way. 
For instance, a special advertise 
ment in the papers would be im 
mediately followed by a large in 
creased demand among the ele 
ment in which the publication cir 
culates—proof positive of the ef 
ficiency of both ad and medium. 
Our returns have been so satis 
factory in general that we've gone 
to little trouble in this direction 
Of course, with largely increased 
expenditure and the adoption of 
new metnods, we will probably 
institute a closer supervision in 
this direction.” 

W. SCHWARTZ, 
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Any other Daily 
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A COLUMN OF STORE 


NEWS 





Charles A. Dana's definition— 
“If you see a man bite a dog, 
that is news ’’—has widened amaz- 
ingly of late, _ especially in New 
York City. ‘“ Anything that in- 
terests a dozen people "—the defi- 
nition of the Arlington ( Mass.) 
Advocate—comes nearer to being 
the present axiom of the metro- 
politan dailies. 

The abnormal and the unusual 
furrish “ feature stories,” as they 
always will, but along with them 
there now goes a certain quantity 
of matter that is of interest to 
clubs, fraternities, labor organiza- 
tions, residents of suburbs and 
other small classes. The present 
day managing editor has a horror 
of leaving anything out of his pa- 
per, and would rather risk being 
dull at the bottom of a column. 

This line of development is 
evolving a species of store news 
that must form a feature of all 
papers within a few years, Edi- 
tors are awaking to the fact that 
“press notices” are not exclu- 
sively for the circus, the theatrical 
manager and the book publisher. 
The latest bonnet is a thing of in- 
terest to thousands of women— 
not Mrs. Pontyn-Smifi's new 
creation from Paris, merely, but 
the latest thing in the department 
stores, meant for the head of the 
woman who has one bonnet a 
year. Solely upon its news value 
it is worth as much space as the 
prima donna’s lost poodle, the 
circus elephant’s attempt to eat 
the press agent or the last nov- 
elistic bud’s college  witticisms. 
Therefore, such news is winning 
its rightful place in the dailies, 
and if more editors knew how at- 
tractive it can be made with pro- 
per handling they would outdo 
importuning advertisers in hunt- 
ing for material for items. 

Under various heads, such as 
‘Feminine Frills” and “In the 
Shops,”. the New York Times 
prints a half-column of fashions 
and general store news that ought 
to be eminently suggestive to a 
newly awakened editor or an ad- 
vertiser who has taken upon him- 
self the task of convincing his lo- 
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cal newspaper powers that such 
matter has bona fide news value. 
This half-column is printed in the 
form of items of from three lines 
to a “ stick” each. On some days 
the space is filled with general 
fashion hints of the time-tried 
sort, but on others it is devoted 
to a_ special line—petticoat hap- 
penings, shirt waist gossip or 
some unfamiliar line such as Mex- 
ican or Indian goods. 

It is not limited to dress par- 
ticularly, but keeps readers in 
touch with new household com- 
forts and appliances, jewelry, ta- 
ble decorations and other matters 
of importance to femininity. Oc- 
casionally there is a stray item 
about men’s wear. Few editors 
would admit that the well known 
wire broomlets, made for killing 
flies, were worth space in news 
columns, even though the manu- 
facturer were an advertiser; but 
the Times’ column keeps its read- 
ers in close touch with just such 
novelties and knick-knacks. The 
principle is a very sound one. 
Even though the maker of such 
an article never spends a penny 
for legitimate advertising, it is 
important that newspaper readers 
know of his invention, if it is a 
useful one. The convenience to 
them offsets the price of space. 

Prices are quoted freely in this 
half-column, especially where 
goods bn of a novel nature. In 
New York such a feature can 
hardly be manipulated so as to 
benefit a particular store. By 
keeping readers informed as to 
what is in vogue it simply serves 
to stimulate trade for all. But if 
properly conducted in a_ town 
where there were several large 
advertisers it could be made to 
feed their paid space most effec- 
tively, and be of real interest to 
those who read it merely as news. 
Other metropolitan dailies print 
similar matter, but the Times col- 
umn is most entertaining and at- 
tractive. There is a style of news- 
paper writing that usually ap- 
pears over such signatures as 
“Aunt Fanny” or “ Dolly Var- 
den ”’—a loose kind of feminine 
gossip, written in one breath by a 
newspaper woman who has what 
is technically (and brutally) 




















known as “a gush of write.” 
Nothing more generally applicable 
to feminine readers has ever been 
evolved, nor can anything better 
found for store news. The 
Times column is filled with the 
gossip that one woman tells an- 
other after a shopping tour, and 


be 


if made a chronicle of current 
fashions in a small city, would 
serve the same purpose in the 
economy of its stores. 

+O, 


CHICAGO LETTER. 

In the very center of the Labor Day 
parade Hearst’s Chicago American was 
advertised by a globe about six feet in 
diameter, on which was painted a map 


of the world. Extended around the 
globe was a blue ‘ribbon saying: 
* Hearst's Chicago American beats the 


world’s record.” Attached to the wag- 
on which carried the globe were signs 
saying that the American was the best 
union newspaper. Immediately before 
and after this globe boys carried ban- 
ners which denounced every daily pa- 
except the Chronicle, Inter-Ocean 
American as scab papers. 

At the corner of Clark street and 
Jackson Boulevard is a_ haberdashery 
kept by Tom Murray, and I think Chas. 
Austin Bates and lom would have to 
split the first prize money in an adver- 


per 
and the « 


tising contest. 
Over the two windows on both the 
Clark street and Jackson Boulevard 


sides are glass signs which say: “ 
you don’t know Tom Murray you ought 
to—he makes shirts.” 

Pasted on the panes of glass in his 
windows he has announcements writ- 
ten with a blue pencil on common white 
wrapping paper. The following are the 
ones that were in his windows to-day: 

“Mesh Underwear.—When this lot 
came in my salesmen said it would sell 
for $1. I marked it 50c. It is made 
with French waistbands, pearl buttons, 
silk trimmed cuffs and ankles. Rein- 
forced drawers. You are not forced to 
buy them, but I will add this—they are 
cheap. The shirts are the kind we are 
now offering at $1. OM. 

The following was on the window 
which had a display of linen collars: 

“In the retail business there are such 
things as trade-winners. The Austrian 
stock collars have been one of my best 
winners of trade. Ever since this store 


opened I have sold them. They give 
satisfaction, they wear as long and 
laundry fully as nice as the ‘English 


and cut half the price. I 

stand back of them; I know they are 

right; 15c., two for 25¢. Tom.” 
The following were pasted on the two 


and German,’ 


windows which were displayed with 
rain coats: 
‘When I wear a Cravenette I know 
” 


I am well dressed. ‘OM. 

“A well dressed man commands re- 
spect. When you want your friends to 
respect you, wear a Cravenette. 
Tom.’ 

On Clark street next to his store is 
a building 50 feet front which is being 
renovated, and Tom intends to occupy 
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the store when the building is finished. 
On the Jackson Boulevard side of his 
present store he comments on this fact 
in. the following manner: 

That store around the corner is for 
me. Tom.’ 

“ This last May I was ‘forced to fe 
wall,’ To be again put to the ‘wall’ 
fairly quick, but I will go through the 
‘wall.’ My creditors—dear, good peo- 
ple—they wouldn’t be afraid, when I 
am not. I can use the room. To my 
friends who think I am taking a chance 

wish to say the present business will 
more than take care of the extra rent. 


I know I am_ not running any_ risk 
This business is growing fast. Why? 
Why? Values! Civility! All soft 
shirts now $1. Tom.” 
“The corded pleated French bosom 
shirts are as a rule sold at $3. Ask m 
price. And I give you four cuffs with 


each shirt. We cut off the sleeves to 


match the length of your arm. Just as 
easy to have your sleeves right ,as 
wrong. ‘ Tom.’ 


‘September will place on sale a line 
of high-class men’s clothing. Will not 
have a suit in the house a gentleman 
would not wear. Cravenettes now on 
sale. ‘Tom Murray.” 

On another window he has pasted a 
printed statement in which he says he 
will give one-half of the profits from hig 
hat department to charity, to be equally 
divided among the Jews, Catholics, 
Protestants and Masons, and he will 
not charge one cent for his services or 
rent. Right next to this he has another 
of his blue pencil ads which says: 

“Some of my competitors say Tom 
Murray will never give up any of his 
money to charity. My answer is they 
must be fools or they must think I am 
a fool. I may be in some respects, but 
I am not fool enough to agree to give at 
least $2,000 to the cause of charity and 
not give it. Can a man engage in busi- 
ness and practice such deception? I 
know he could not; they ought to know 
it. I expect to remain in business for 
years. I hope to see this charity check 
reach way up in the thousands. I 
prosper they will get it every year as 
agreed. I guarantee to give at least 
$2,000 this year. T 

On a window which is displayed with 
a new golf hat, the following is pasted: 


*Do you sound the ‘I’ in ‘golf’ or 
not? Which is correct? This is the 
new golf hat. Tom.’ 

Harry B, Deans, 
snmneceiulitiliiiaaninanitie 


QUALITY OF ADS. 

Many advertisements fail because of 
the character of the announcement. 
Some business men fail to make their 
advertisements carry the satisfactory 
honesty so much desired. They make 
people afraid to deal with them. They 
handle their publicity in a bombastic 
style, which savors very much of cheap 
trumpery. Dignity in advertising be- 
gets confidence. It is better to have a 
reputation for furnishing the best and 
having a concise, convincing way of 
presenting it to the public than having 
a reputation for saying loud things 
about trumpery goods which don’t hold 
up to the desired standard and cannot 
help the reputation of the establishment. 
—Advertising World, 














































THE “ROUNDING OUT” 
PROCESS. 


After the experimental stage 
has been passed and the volume 
of business has expanded to such 
an extent as to make it no longer 
possible to individually watch ev- 
ery detail, it becomes necessary 
to “round out” an organization, 
and preferably on lines that will 
be self-regulating and admit of 
and encourage expansion. To do 
this, utilize the talent that has 
grown up with the concern. 

The next question is: How can 
this be accomplished? 

A business must, of course, be 
divided into departments accord- 
ing to the manner in which the 
work can be best classified. The 
trusted employees whom you have 
trained personally can now be uti- 
lized to good advantage by as- 
suming responsibility for details 
that formerly required your per- 
sonal supervision. This is usual 
and necessary, and also one of the 
most critical periods in the his- 
tory of any Progressive business. 
Right here is where you should 
be careful not to separate your 
business, but unite it more firmly 
than ever. Do not permit the 
idea to prevail that separate de- 
partments are entirely distinct 
and that the head of each and 
employees in same are rivals of 
all others, each set striving to 
make the best record from a pure- 
ly selfish standpoint. 

When you were _ personally 
looking after the details, the busi- 
ness as a whole was considered. 
To succeed the policy must con- 
tinue. A bird cannot fly with a 
broken wing; neither can a busi- 
ness prosper that is conducted 
only half right. 

Co-operation should exist be- 
tween departments to such an ex- 
tent that the welfare of the busi- 
ness as a whole will be consid- 
ered. When you _ discontinued 
looking after the established de- 
tails-of the business you placed 
the responsibility of performing 
those details properly with two or 
more persons with definite  in- 
structions. If conditions did not 
change they might handle those 
details independent of each other 
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and work as smoothly as any oth- 
er machine you can set in motion. 

But conditions do change. You 
relieved yourself of detail work 
because the business was growing 
and you wanted to use your brains 
to better advantage in planning 
for its advancement. 

Is it not just as necessary that 
the men who stepped into your 
shoes, as regards detail work, 
should use their brains under 
changed conditions? And if they 
took your place how are they g 
ing to use their brains intelligent- 
ly unless they get together and 
consider their work from all 
standpoints. just as you did when 


you were in their place? This is 
what is meant by Co-operative 
Management. 


If you separate your business 
into parts with the sole aim of 
each to “attend to their own bus- 
iness—nothing more and nothing 
less,” you are placing a premium 
on stagnation and failing to take 
advantage of the latent ability of 
employees that would be brought 
out under proper conditions. 

Co-operative Management _ in- 
volves very little change from 
regular methods as regards the 
handling of details, but it obtains 
more enthusiastic service and con- 
sequently better results. 

A system in which every em 
ployee is invited to take an inter 
est removes causes of unrest and 
dissatisfaction and removes care 
lessness due to ignorance and 
lack of application. 

When we started our present 
plan we concluded we could se 
cure co-operation and maintain a 
perfect system without coercion, 
and overcome all prejudice that 
might exist between our employ- 
ees and ourselves. 

The fact must not be lost sight 
of that all advances must come 
from the company on the start, 
and confidence must be thorough- 
ly established. This cannot be 
done in a moment. You can, 
however, demonstrate your good 
intentions by your good works, 
and that can best be done by 
adopting methods or plans for the 
comfort, happiness and mental, 
moral and social condition of 
those in your employ. In doing 
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this you create a bond of sympa- by the publication in a booklet of the 
: 7 detailed statement for six months end 


thy, and as a result the value Of ing July 31. As a matter of course the 
your employees labor will cer circulation of the News made a big im 
tainly be enhanced. mediate addition to that of the Press, 
Th Rene gr: aati f and the first month’s average was larger 
le Satisfaction derived [fOM than the following Duplication in 
knowing that you are making the some cases was inevitable; so there was 


lives of others happier and more 2" apparent falling off of circulation 
; 1 | i al , fora few weeks following the purchase 
useful is worth much, and aione f the News. However, the Press has 
stamps our plan a success, but only growth before it now; hencefor 
when regarded purely from the ward there can only be increased cir- 
acticz as —- te Ipoi f culation, because the paper is constant 
practical business _ standpoint of jy being improved. 
dollars and cents, it will be found The size of the daily Press has been 
equally successful, as experience increased from seven columns, eight to 
“ip ie tated dtlai 1 Sixteen pages, to eight columns, ten to 
has demonstrated that more and twenty-four pages 





better goods can be made, with No one can realize the advancement 
the same expenditure for labor, of this paper withou contemplating its 
le ld c liti s.—New mechanical equipment. fhree giant 
than under old conditions.—VeW quadruple presses are required in print 
England Grocer. ing the regular editions. These mon- 
‘ «o> ster “quads” have greater capacity than 





SUC 3S any a by other Pittsburg pa- 

pers. cach has a color attachment, en- 

AC wae A Saran * PIT TS- abling Press to use colors at any 

time. prints its own beautiful color 

‘our men who have devoted the magazine section, which is a_ special 

greater part of their lives to newspaper feature of the Sunday paper. Most 

work in Pittsburg bought the Press at newspapers buy their colored supple- 
the beginning of the year with the de- ments already printed. 





THE STORY OF 





termination to make it the most pro- No other paper in Pittsburg uses 
gressive paper in the State. three quadruple presses daily. 
They are ©. S. Hershman, A. P. one 
7 ¢ ] « . y . aT 
Moore, H. C. Milholland and O. A. GALL AND GRIT. 


Williams. All are well known to the 7 y -— 
local business community and advertis- Gall, in the present use of the term, 
ers generally. They were trained for is @ persistent determination to do. 
their specific duties in the shop of prac- It is a twin brother Rac Grit. It is a 
tical experience, and the record each business-bringer that brings. It is the 
has made is notable from every stand- Dell-wether that jumps the fence and 
point. : gcts fat on the clover. It is the Gail 

\ssociated with them in ownership is that wins when the other man has dealt 
C. J. Billson, the best known represen- ‘1S cards from the bottom of the deck. 
tative in the foreign advertising field. Gall is the anti-fat of fate. It is the 

It was soon demonstrated that even Safest substitute | for brains—it is 


y ° “a9 S| -L 
a g Dod newspaper can be improved. The ™anry a politician’s capital stock. In 
att tliis new century rush to win you must 








P had always enjoyed a large cir- . Theref t i 

culation, but that was only a proper be saya herefore gs ashi a 4 

basis on which to begin operations, in YOUT =. Add toe a anc you! 
: — imona s ian 

the opinion of the new owners, and the W!"- AKichmona fissOurian, 

projects which they set afoot at once af ae a : 

bore fruit. BUSINESS EXPRESSION ILLUS 

In February the Daily News was rRATED. 


bought by the owners of the Press. 
This was their master stroke; it brought 
to them the circulation of their contem 
porary, giving the #ress so large a mar- 
gin over all the other papers in Pitts 
burg as to leave not a shadow of doubt 
as to its leadership 

rhe position of the Press can best 
be generalized by comparison, for its 
irculation is from 25 to 100 per cent 
larger than that of any other paper in 
Pittsburg. Any person wishing to ver- 
ify this assertion may do so by con- 
sulting the books, which are open to 
advertisers for this purpose. The man- 
agement not only takes pains to show 
the statements of circulation, laying 
bare every detail, but urges advertisers 
to examine the books frequently. Those 
who analyze the circulation of the 
Press find that the figures represent 
only the papers that are actually sold; 
all spoiled and returned copies are de- 
ducted; there is no padding, the bills 
from the manufacturers of paper giving 
the exact amount of stock consumed. 4 
The fairness of the Press is indicated “ONLY A FEW MORE LEFT. 
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rWO MILLION AMERICAN 
WATCHES. 


TO BE DELIVERED WITHIN ONE YEAR. 


ROBERT H. INGERSOLL TELLS 

“ PRINTERS’ INK” ORDER IS RI 

SULT OF SUCCESSFUL AMERICAN 

ADVERTISING. 

The representative of PRINTERS’ 
INK called upon Mr. Robert H. 
Ingersoll recently, to verify the 
remarkable story of his having 
just brought back from Europe 
orders for two millions of his 
watches, 

‘I am glad,” said Mr. Inger- 
soll, ‘to make the announcement 
through Printers’ INK, which has 
always been ‘my guide, philoso- 
pher and friend, and the whole 
transaction is a_ signal triumph, 
the credit for which must be given 
to advertising. But right here let 
me emphasize two important 
facts, on neither of which has suf- 
ficient stress as yet been laid. The 
first is that rs order is not for 
the length and breadth of E mrope, 
but only for that comparatively 
small geographical slice known as 
England—embracing, of course, 
Scotland, Ireland and Wales. And 
mind you, I was competing against 
what have been supposed to be 
the most masterful industrial na- 
tions in the world—France, Ger- 
many and Switzerland. These 
three from time immemorial were 
supposed to have conquered the 
art of making timepieces, and not 
for a minute, until the later few 
years, were we allowed ‘to be in 
it.” Another fact is this—even 
supposing that my competitors 
could have taken the orders from 
me, I don’t think they could have 
met the second condition—one 
that I am not in the least afraid 
of—that of filling both of these 
orders within a year. You may 
say through your columns that I 
am elated, naturally, but do not 
forget to add that I am not in- 
clined to underestimate the influ- 
ence. which advertising has had in 
the previous development of our 
business, as also in the obtain- 
ment of these orders, and as being 
the agent which will permit the 
buyers of the two million watches 
in duly disposing of them.” 

‘Who are the people who have 
placed these orders?” 


- 
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‘Mr. Scott, the manager of Sy 
mond’s Stores, is an American 
who has applied American adver 
tising methods right in the heart 
of London. He established these 
stores, or rather bought them out 
and developed them. The concern 
used about a quarter of a million 
of ovr dollar watches in the twelv 
months preceding last June 1 
They marketed them at five shil 
lings—about $1.20—through ad 
vertising. Five shillings is a pop 
ular sum in England, and_ sinc: 
here is no duty on watches, thi 
margin above a dollar leaves not 
only an extra profit, but neatly 
covers advertising and _ perhaps 
other expenses.” 

‘Are not Continental watches 

those from Germany and Swit 
zerland—as cheap as yours?” 

‘Cheaper in many _ instances. 
But in England they are regarded 
as being so trashy that dealers will 
not endanger their reputations and 
destroy the confidence of the pub 
lic by standing as their sponsors 
and advertising them. 

These transactions of mine 
show two very important points 
the superiority of American goods 
and the successful methods of 
American advertising, even when 
transplanted to English soil. Thi 
English public were not accus 
tomed to our tremendous an 
nouncements, and consequently the 
half-pages in the London dailies 
which Mr. Scott had inserted and 
is still continuing have aroused 
such interest, not only in the Eng 
lish public, but among the trades 
men as well, that many are begin 
ning to follow the example. 

‘I would like to make one cor 
rection. In the story of these 
transactions, as told in one of our 
dailies, it was stated that the 
watches sold, ‘if placed side by 
side so that the rims touched, 
would make a line of over six 
miles.’ Instead of six, it should 
read ‘eighty!’ The other data, 
that they would occupy a space of 
36,000 cubic feet, and that they 
will weigh 600 tons, are nearer 
right.” 

- o> 

ONE point that some _ people 
overlook in advertising is that the 
public has its share of common 
sense.—White’s Sayings. 
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LOOK SU CCESSF UL. 


There is an old saying, “ To be 
you must look suc- 
If you will carry your- 
self with a self-confident air, it 
inspires others with the belief in 
your ability and in your success. 
You get to believe in it yourself. 
You begin to walk as if you were 
master of yourself. You will be- 
lieve in your ability to do things 
and you are confident of results. 
It does not take a keen observer 


succe ssful, 
cessful.’ 


to pick out a successful man on 
the street. If he is prosperous, 
every step, every movement, every 


look indicates it. There is a good 
deal in assuming the part of char- 


acter you desire to play in this 
drama of life. It is an easy mat- 
ter to pick out the failures. You 


the disappointed man in 


can see 
the uncertain gait. You can pick 
him out in his careworn look. 


There is no confidence in himself, 
in his dress or in his bearing. 
Instead of positiveness there is 
incompetence; instead of outward 
mien there is a shiftlessness pic- 
tured in every movement of his 
body. There is nothing negative 
ahout the positive man. The pos- 
itive man is a success, and, 
Hercules, he has conquered the 
moment he looks upon you. That 
is personal magnetism; cultivate 
it: then you will not need bolster- 
up. Learn to stand alone. 
Your very silence should carry 
power. You want to learn the 
value of reserve force. There is 
as much merit in what one does 
not say as in how much he 
Take the man who never 
accomplished anything, the 


like 


ing 


Says. 
has 
man 
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who always lacks confidence in 
himself, a pessimist if you want 
to call him. He has his tale of 


woe; he tells you how he has been 
pushed to the wall, and gives you 
the impression that there is not a 
spark of hope left in him. 

two examples of men 
show the difference between de- 
terniination and  despondency. 
Self-confidence is the power to 
marshal all the faculties and unite 


These 


their strength as in one mighty 
cable. It matters not what your 
talents may be, what your abili- 
ties or ambitions may be, if you 
are lacking in self-confidence you 
can never use them to the best 
advantage. You cannot unite 
these actions; you cannot harmo- 
nize your power so as to bring 


them to bear effectively. 

In order to succeed in life it is 
as necessary to have self-trust as 
to have ability. Concentrate your 
faculties and your good qualities. 


Carry yourself with a_self-confi- 
dent air, and you will win still 
more confidence. Failure or suc- 
cess has its true worth in those 
two little words, “I can’t,” or “I 
will.” —Business. 


nas —" — 

INDUSTRIAL ADVERTISING. 
The board of trade of Phenix sent 
out about five thousand advertising fold- 
Arrangements have been made 
twelve big railroad systems which 
result in write-ups of Arizona’s 
being put in the railroad com- 
panies’ advertising pamphlets. This 
will mean the advantages of this terri- 
tory being brought to the attention of 
hundreds of thousands of people. The 
board of directors have been at work 
on this scheme for the past two months 
and received assurances that the com- 
panies would publish in their pamphlets 
the Arizona advertising matter. 
Paso (Tex.) Herald. 


ers, 
with 
will 
W ealth 





An Educator’s Estimate. 





newspaper should be.” 
(Signed) 


Washington, D. C, 





“THE EVENING STAR is everything a 


(Commissioner U.S. Bureau of Education). 


M. LEE STARKE, Representative { Nox Yors.tubune mie 
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ADVERTISING A_ LEC- 
TURER. 


The one to whom is assigned 
the task of bringing the name and 
subject of a lecturer before the 
public must first look thoroughly 
over his goods. To familiarize 
himself with the product whose 
merits he is to extol is the placer 
of publicity’s first care. This pri- 
mal principle holds good through 
all advertising and the lecturer’s 
forerunner need expect no excep- 
tion. He must determine the class 
to whom his principal should ap- 
peal, and then the breadth of his 
own experience will decide the 
“how” of reaching them. 

The questions must be asked: 
Is the subject-matter of the talk 
such as would be of interest to 
only a selected coterie of technical, 
art or scientific students? or only 
to a certain body of men whose 
lives have been identified with the 
scenes and actions portrayed? or 
to only a juvenile audience? or to 
only the adherents of some one 
political party or doctrine? or is 
the topic of genergl interest to the 
public at iarge at the time the an- 
nouncement is to be promulgated? 
In other words, if an article on the 
subject were to be offered to a 
periodical, would it be most suited 
to the Scientific Amcrican, Nation- 
al Tribune, Youth's Companion, 
The Commoner or Century? 

Of course the limits of the class- 
es in this category in many cases 
—the majority, perhaps—cannot 
be definitely set down. They over- 
lap. But their boundaries can be 
defined with enough accuracy for 
the purpose in hand. Nor is this 
anything of a problem. The one 
who attempts to make his revenue 
from instructing or entertaining 
by word of mouth, must be ac- 
credited with sufficient brains to 
know what he, at least, is trying 
to talk about. 

When he has acquainted, as 
thoroughly as may be, his advance 
egent with the particulars of his 
programme, it is then “up to” 
that gentleman to set the machin- 
ery in motion which shall make 
the turnstile click in merry music 
to the manager’s ear. 

The itinerary, if the lecturer be 
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a traveling one, should be of first 
consideration. While having no 
direct bearing on advertising, as 
such, it is, nevertheless, of impor- 
tance to the advertising man. His 
wares must be exhibited where 
there is demand tor them. 

If the scope of the lecturer’s 
work has been such that his name 
is already widely known, it is im- 
perative that his route cover cities 
having auditoriums of sufficient 
capacity to accommodate _ the 
crowd which he has a right to ex- 
pect. The dates of his appearance, 
too, should be so timed that they 
may conflict least with other en- 
tertainments likely to appeal to the 
class to whom he caters. One 
whose audiences are usually’ made 
up from the ranks of society will 
select an “ off night’ at the opera. 

The season most propitious for 
city entertainments in general is, 
of course, the winter. But there 
are special sorts of entertainers to 
whom the parlor is more suited 
than the platform. These find sur 
er receipts in a tour of summer 
places, when the season is on. 

These, and kindred considera 
tions, should be well looked into 
before the advertising campaign is 
mapped out, and it is taken for 
granted, too, that the appropria 
tion to be expended for publicity 
is limited only by the opportunity 
of bringing proportionate returns 

Adequate financial backing is a 
sine qua non of proceeding. The 
amount required will depend on 
the magnitude of the undertaking 

And now for the advertising it 
self, Let us start with the class 
of lecturers who seek their audi 
ences from the general mass of 
men and women. Irrefutably, the 
dailies of large general circulation 
must be the me 1in means of reach 
ing them. They cut quick and 
they cut deep.”” Just what dailies 
to use is a matter of decision de 
pendent on the admission price, 
character and scope of intent of 
the subject. If it be one appealing 
only to refined, educated people, 
the papers of each political party 
of high editorial and_ literary 
standard must be used. The /oi 
polloi have little interest in such 
matters and the “ yellows” are to 
be eschewed. If, however, the 
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popularity of subject and_ price 
makes it desirable to reach the 
great mass of workingmen—so- 
called—then the sensational press 
must be included in the list—the 
one-centers and—perhaps _prefer- 
ably—the evening editions. They 
are largely carried into the home 
and perused at leisure there. In 
addition, in all cases of attempting 
to cover a city, the billboards and 
street cars are valuable. They are 
of even greater merit in giving 
general publicity to an announce- 
ment. For evidence we have but 
to note the class of advertising 
theatrical enterprises put out. 

In the composition of the ad- 
vertisement itself, the popularity 
and reputation of the lecturer 
must be weighed against the sub- 
ject, and the one whose drawing 
power is considered greater must 
be given proportionate promi- 
nence. Carrie Nation’s name just 
now would undoubtedly fill a box 
office till. Her subject would be 
of little moment. 

The position of the ad, ordinari- 
ly. can be but little controlled. Its 
natural classification under the 
general head of ‘ amusements ”’ 
or its subdivision, “ lectures ” 
affords the most likely place for it 
to reach the eye of those whose 
attendance is sought. 

Let us now pass to the technical 
and limited class. Lectures of 
this sort are almost invariably 
given under the auspices of a 
ciety formed for study, research 
and the propagation of knowledge 
connected with the subject treat- 
ed. Each member should be can- 
vassed by mail, with an announce- 
ment of the date and subject. The 
list of members of other societies 
having allied interests, if there be 
any, should also receive a similar 
announcement. The general news- 
paper would be too expensive a 
means of reaching so comparative- 
ly few, and would, moreover, be 
less thorough. The placing of a 
notice on any bulletin board pro- 
vided is not to be ove rlooked. It 
might be well here, perhaps, just 
to mention a class of lecturers or 
readers who are taken up in fash- 
ionable circles as a fad—‘ for a 
day.” They usually are as quick- 
ly dropped. Unless their renown 


so- 
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and the interest aroused brings 
them into the general class, the 
best way of advertising them is to 
have the word passed from the 
leaders of fashion to their lieuten- 
ants and so on down the line. The 
exclusiveness of their patrons 
would make general advertising a 
hindrance rather than a help. 

For the man who seeks his liv- 
ing by whiling away an hour or 
two of the sojourners’ time in the 
mountains or by the sea, there is 
little of advertising advice to give. 
His own personality, in the limited 


neighborhoods he visits, makes 
him soon known and is his best 
drawing card. “ Watch the pro- 
fessor.” But his arrival should 
be heralded, if not with blaze of 
trumpets, at least with a little 
printers’ ink. He should have an 


adequate notice, at the usual rates, 
appear in the town paper and also 
have the printing office I 
thereto prepare him enough ‘‘dodg- 


ers” that fifty or so may be left 
on the counters of the village 
stores. This patronage will un- 


doubtedly be the means of bring- 
ing him a free reader among the 
loca Some of these dodgers, cr 
if Scent more practicable, addi- 
tional placards should be tacked 
in places of prominence—the post- 


office. signboards, ete. 
The first notice of a_ lecture 
should appear, generally speaking, 


two weeks prior to the date; an- 
other, say, ten days prior; a third, 
one week before. and from that 
time, in having dailies, it 
should appear each day. Billboard 
Dosters § should apne ar during near- 
ly if not quite all of this time. 
These remarks are not meant to 


cities 


be exhaustive. They are only 
meant to be an outline. 
Advertising is an inexact sci- 


ence, and he who adheres to any 
hard rules must again and again 


revise his schedule to harmonize 
with new theories successfully put 
into practice. 

——_+o+—____- 

IS IT A FACT? 

Tt is an incontrovertible fact that 
2lmost without exception the advertise 
ments of merit are the work of the 
leading advertising agents. For proof 
look at any magazine or daily newspa 
per It is not strange that it should_ lb 
so, because that is their business.—Our 
Wedge, New York City. 
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SHOP MOTTOES. 


—To look is to buy. 
—Superiority in values. 
—All that is fit and fair. 
—A store that improves. 
—Bargains that are vocal. 
—Our object is to satisfy. 
—Prices that move goods. 
—You see it in the quality. 
—Money makes money here. 
—Breezy prices in our sales. 
—It spells satisfaction to you. 
—Little prices and big values. 
—Money-making for you, too. 
—Trust us to save you money. 
—A visit from the price-cutter. 
—A world exposition of things. 
—Bargains to rest a tired purse. 
—Prices that please purchasers. 
—Tell us your carpet troubles. 
—Things you can’t do without. 
—We start and stay at the top. 
—You are the one to be pleased. 
—Your pocketbook will stand it. 
—Goods that go, and are all the 
0. 
—You will go farther and save 
less. 
—Luxurious shelves and coun- 
ters. 
—Goods 
way. 
—Varieties 
you. 
—Cloths that are dreams of de- 
tight. 
—-Expand your money at this 
store. 


that gravitate 


that 


your 


will astonish 


—This is worth more at the 
price. 

—This is high quality at a low 
price. 

—A _ world- circuiting assort- 
ment. 

—If you see it here, it’s all 
right. 

—A blooming garden of bar- 
gains. 

—Prices were badly cut last 
night. 


—Newest fashions in seductive 
styles. 

—Purity and perfection in food- 
stuffs. 

—Ambrosial teas, and nectarous 


coffee. 

—A half hour spent is money 
saved. 

—Artistic patterns in durable 
colors. 


—Samples of all sorts for the 
asking, 





INK. 

—The overplus goes at minus 
figures. 

—Quality and economy are 
blended. 

—No department vacant, or 
missing. 

—‘‘Heart talks’ from shelf and 
counter. 

—New things: will come _ to- 
morrow. 


—One day will not reveal ev- 
erything. 

—The 
repeating. 

—Yesterday’s goods were sold 
yesterday. 

—No waiting here, but waiting 
upon you. 


store tells stories worth 


—Our buying has made your 
buying easy. 

—We would betier lose now 
than later. 

—You will catch the bargain 


fever here. 

—Quality and quantity are bar- 
gain twins. 

—No “substitution,” 
thing itself. 

—We have looked out for you 
on all sides. 

—You can increase your income 
at our store. 

—The bargain hunting season 1s 
alwavs open. 

—Tokens and dainties that will 
surprise you. 


but the 


—Palate-tickling and health- 
giving foods. 
—Qualities that you cannot 


quarrel with 
—We warrant our goods, and 
deliver them. 
—-Furniture 
handed folks. 
—Our store-mark is a certificate 
of excellence. 
—‘‘Cheapness,” 
is high priced. 
—What you want exactly, not 
something else. 


facts for fore 


without worth, 


—You can beat our carpets— 
but not in price. 
—Nothing stands still here— 


not even the clerks. 

—Trading should make returns, 
and make you return 

—F very dollar spent here means 
100 cents of satisfaction. 

alec 

AFTER all is said and done, the 
one real, unbiased critic of the ad 
is the cash drawer. 
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CHANGING FROM CREDIT 


TO CASH. 


The following reasons are giveii 
as the basis of a letter that might 
be sent out by a merchant who 
has decided to adopt the cash Sys- 
tem: 

January 1 will see an important 
change at our store. 

This is what the change will be: 

On and after that date we shall 
pay spot cash for everything we 
buy. 

Everybody who buys anything 
from us will be obliged to pay us 
spot cash for it. 

These words “everybody” and 
“everything” mean exactly what 
they say—there will be no excep- 
ticns made. 

These are the reasons why: 

If we sell on credit, we must 
buy on credit. 

If we buy on credit, we must 
lose the discounts cash buyers get. 

That means that we must sell 
the goods for a trifle more than 
we ought to. 

lf we buy and sell on credit, it 
calls for a large amount of ex- 
pensive bookkeeping. 

That means that we must sell 
cur goods for another trifle more 
than we ought to. 

If we sell on credit, we are sure 


to lose a certain amount a year on 
bad debts. : 
That means that we must sell 


our goods for still another trifie 
more than we ought to 
Under a credit system, those 


who pay for what they buy must 


help support a cumbersome and 
expensive business system and 
help pay the bills of those who 


don’t pay. 

Under a credit system, we can’t 
snap up the special bargain lots 
that are always on the market. 

We can’t buy the sacrifice stock 
of the man who must have money. 

We can’t buy closely and turn 
our stock quickly. 

We must buy_ regular lines of 
regular goods at regular seasons. 

All these things will be different 
now—in our store. 

The change for the better will 


be immediately seen on _ every 
counter, every shelf and every 
price-tag. 

We shall carry more goods, 


fresher goods, better goods, more 
stylish goods. 
We shall save a lot of money, 


and we shall divide the saving 
with you—with the lion’s share 
for you.—Business. 
prin 
A coop advertisement cannot 


possibly be misunderstood. 








SOME OF THE CASCARET DISTRIBUTION-BEAUTIES IN LONDON, ENG. 





THE FOREMAN WAS A 
MEMBER OF THE METROPOLITAN POLICE FORCE FOR FIFTEEN YEARS, 
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NOTES. 


THE appointment of Mr. R. K. Mun- 
kittrick as editor of Judge is announced. 


No rock is proot against ge ten 
water—no mind is proof against reite 
tion—Continuous Advertising is ome 
notic. 


“ Expansion ”’ is the title of an orig- 


inally arranged and well written folder 
issued by the C. E. Sherin Advertising 
Company, 38 Park Row, New York. 

E. R. Preyer, 45 Beaver street, New 
York, dealer in whiskies, sends to the 
trade a business reminder in the form 
of a very attractive miniature United 
States mail-pouch. 

THE advertising agency of Albert 


Frank & Company, Empire Building, 71 

3roadway, New York, will be conducted 
as heretofore by James Rascovar, the 
surviving partner of the late Albert 
— 

‘Hypnotism, Personal 
“a Physical Culture, etc.,” is a book 
by Prof. Zach Shed, Denver, Col. It’s 
a unique book certainly. The type and 
paper and mechanical appearance are 
rst-class. 

Side Lights is a new 
Hilo, Hawaii, the initial 
which will appear about October 1. The 
number will deal very minutely with 
Hawaii, its situation, railroad, shipping 
and steamship faciliti °S, 


Magnetism 


publication from 
number of 





I APPRECIATE PRINTERS’ INK as one 
of the best mediums for news and in- 
formation for advertisers and advertis- 
ing men.—Byron W. Orr, Advertising 
Manager Mermod & Jaccard Jewelry 


Company, St. Louis, September 5. 


Tue Herold Company. publishers of 





the Ackerbau und Gartenbau Zeitung, 
Milwaukee, Wis send out an interest- 
ing folder, entitled Traced from Mill 
to Postoffice.”” It contains circulation 


statements and other valuable facts for 
advertisers. 

W. R. Funx, "publisher 
of religious periodicals, 
sends out a tasty booklet 
useful facts and information to 
tisers. The booklet has eight 
34%2x8% inches in size, overlap 
with fancy design. 

THE life-size posters received from 
Cahn, Wampold & Company, makers of 
warranted clothing, Jackson Boulevard 
and Market street, Chicago, deserve to 
be commended for their excellence as 
an advertising medium as well as for 
their mechanical perfection. 


of a series 
Dayton, O., 
brimful of 
adver- 
pages, 
cover 


A coop book agent knows more about 
human nature in a minute than a lot 
of advertisement writers will learn in 
a lifetime. He is meek, aggressive, 
bulldozing, he is anything and every- 
thing according to the exigencies of the 
occasion*and the nature of the beast. 


Tur American Newspaper Directory, 
George P. Rowell & Co.. publishers, is, 
as usual, full of reliable information of 
value to advertisers. This directory 
tells the truth about circulations as 
nearly as it can be ascertained, and 
where inaccuracies occur the responsi- 
bility is generally traceable to the pub- 

. 
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Advertis 


lishers themselves.—Profitable 


ine for September. 
* FEATHERBONE 
tumn, 1901, published by 
Featherbone Company, 
Mich., is a little gem of neatness an 
attraction. It is handsomely appointed 
and contains much useful and entertain 
ing information. The size is 44%x6% 


Tue Mahin 
200 Monroe 


MAGAZINETTE,” au 
the Warren 
Three Oaks 


Advertising Company, 
street, Chicago, submits 
specimen for Fairbanks’ Gold Dust, 
Pepsin Syrup and Marvelli Macaroni 
ads. The whole series of copy is 
tainly commendable tor excellence, th« 
“Gold Dust Twin” series especially so 


‘ArTIsTS and is a 
smartly illustrated pamphlet published 
by the Publishers’ and Printers’ En 
graving Com y, 141-147 Fifth aven 
ue, New York. It is a clever booklet 
and calculated to serve as a reminder 
first-class photo-engraving institu 


cer 


Bohemians ” 






Tur Detroit (Mich.) Journal has put 


in operation an estimating contest and 
will give $1,500 in cash prizes to those 
the 


nearest estimates on 
paid admissions to the 
Exposition at Buffalo, frot 
to the closing day, 


making the 
number of 
American 
the opening, May 1, 
October 31. 


THE National “Newspaper Distributing 
Company is the name of a concern that 
proposes to manufacture’ mechanical 
automatic slot machines for distributing 
newspapers. Mighty big slots will be 
necessary to pull some of those sensa 





tional scare-heads through.—Advertis- 
ing Experience. 
THE morning and “evening newspa 


pers are constantly at war in a discus 
sion over whether the morning or even 
ing paper is most effective as an adver 
tising medium. It always seems a good 
deal like a discussion as to whether 








breakfast or supper is most necessary 
for one’s existence. 

Frank W. Mack, who up to a few 
weeks ago was superintendent of the 
Eastern Division of the Associated 
Press, has been appointed managing 
editor of the Minneapolis Times, of 
which Col. W. laskell, business 
manager of the New York Journal, is 
the proprietor.—Fourth Estate. 


“Tue Souvenir Programme of the 
Ninety-Second Annual Meeting of the 
American Board of Commissioners for 
Foreign Missions, Hartford, Conn., 
October 8-11, 1901,” is a book of 96 
pages with many excellent halftone il 
lustrations. It is edited by Charles 
Dexter Allen, of Hartford, Conn. 


It may be announced that the Phila 
delphia North American is to have a 
Sunday edition,-and that it will appear 
on either September 22 or 29. Thomas 
B. Wanamaker, the proprietor, is still! 
at Carlshad, a very sick man, but it has 


heen determined that a_Sundav edition 
is essential this _fall. —-Fonrth Estate. 
THe R. R. Donnelly & Sons Com 
peny, printers and binders, the Lake 
side Press Building, Chicago, announce 
that the extension of their building is 
now completed. The addition of new 


and improved machinery is said to make 
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this plant not only the largest but also 
the model printing plant of the country. 


WE are in receipt of a copy of the 
June issue of the American Newspaper 


Directory, published by George P. Row- 
ell & Co., 10 Spruce.strect, New York 
City. It is by far the most perfect 
work extant upon newspaper circula- 


tions, and the best hated book in print 
among publishers trying to conceal their 
true circulations.—Suggestions. 


The Unique Monthly (New York) for 
Gctober will be illustrated with some 
very good halftones- another step in 
the progress of this ‘“‘best and brightest 
five-cent monthly in the world.” Under 
the new management J7he Unique has 
been showing a wide-awakeness that the 
wide-awake advertiser should appreciate. 
It is the quality that spells success. 

Tue Barnes-Crosby Company, photo- 
engravers, Times Building, submit a 
set of a dozen slips which they are us- 
ing in connection with their correspon- 
dence, particularly in letters soliciting 
business. The slips are samples of va- 
rious lines of engravings and are nota- 


ble for their highly artistic execution. 
The reverse side of each slip contains 
the address of the concern and speci- 


fications of the engraving. 


A CERTAIN Manhnittan tailoring firm 
Lave issued what they call a map of 
Greater New York as an advertisement. 
They have Powe Bd it liberally on 
Staten Island, but, strange to relate, 
the Borough of Richmond is not on the 
map If the firm is not aware of it we 
would like to call its attention to the 
fact that the Borough of Richmond is 
a very important section of the greater 

ty, particularly in the minds a us 
whe live here.—St. George (N. Y.) 
Staten Islander. 








THe Papgonier issue of the N 
England Magazine comes in_ colonial 
blue and white, and marks a new de- 
parture in its honorable history. Here- 
after its editorial offices are to be at 
1133 Broadway, New York, and, while 
still pleasing and satisfying its own 
long-held constituency, its scope is to 
be broadened and a national interest 
aroused. The varied contents of this 


number, much a it by authors of wid 
est reputation, show the purpose of the 


editor put into effect. 
Dr. E. A, Duwnninea, editor-in-chief 


of the Boston Congregationalist, lately 
ave it as his opinion, says the Literary 
Nigest, that American religious journal- 
ism of even fifteen vears ago was dead 
or dying; and he mentioned certain 
changes in the taste of readers which 
must be rec ognized by the religious pa- 
par “if it is to exist at all, a remarking 
particularly that in his opinion “the day 
of the strictly religious paper which ex 
cludes so-called ‘secular’ writing has al 
most ended.”— Fourth Estate. 


A BRAND new series of newspaper ad 
peed. matter is being issued by the 
assenger department of the Santa Fe 
The advertising consists of double-col 
umn cuts of Western scenes, artistically 
drawn by Norton. In each cut there is 
a space left for type to be mortised in 
It is thus possible to use any reading 


‘TERS’ 


INK. 17 


The cuts 
East- 


7 des 
intended especially 
newspapers, and 
of the 
West. In the West, 
be used, but will be 
newspapers.—/] opeka 





red with the cuts. 
tor use in 
represent some 
wild and woolly 
the same cuts will 
mainly for daily 
(Aas.) Journal, 








ern 
typical scenes 


Tue Scripps Editorial Alliance is the 
name of a new newspaper combination 
recently effected, the object of which 
is to avadics ate special newspaper feat 
ures. The combination is composed of 
the four Scripps-McRae League papers, 
the Cincinnati Post, Cleveland Press, 
St. Louis Chronicle, and Covington 
(Ky.) Post, the Chicago Journal, the 
Detroit 7ribune and the Detroit News, 
and the Grand Rapids Press. The al- 
liance is under the management of an 
executive committee composed of L. T. 
Atwood, of the Cincinnati Post, repre- 
senting the Scripps-McRae League in- 
terests, and R. i; Booth, of the Chi- 
cago Journal, representing the Scripps- 
Booth interests. Alfred 5S. Johnson, 
formerly of Current History, is the edi- 
torial manager.—Fourth Estate. 


Tue publisher of the Guide has used 
the American Newspaper Directory 
constantly for many years, and is in a 
position to know about its merits if 
any one is. Insinuations are frequently 
heard, though their authors seldom dare 
to put them in print, but they are al- 
ways insinuations, never facts. If pub- 
lishers made definite statements to the 
Directory and were denied ratings, they 
would be worth _noticing, but Shis is 
never the case. The noise comes from 
people who for some reason other 
est known to themselves do not send 
in ned statements, and their insin- 
uations are mere mud-splashings to call 
attention away from the fact. Any oak 
lisher can get a figure rating by sending 
in a signed statement, and when he does 
not do this it signifies a_loose screw 
somewhere.—.ddvertisers’ Guide. 


or 





New YorK has a beggar who believe 
in advertising, and his success with a 
peculiar scheme proves that people like 
a degree of sturdiness, even in beggars 

that they will give attention and _pat- 
ronage to almost any one who has a 
frank, clear word to say for himself. 
This advertising beggar sits on Broad 
way near Union Squar Before him 
is_a pasteboard box in which several 
dollars in small coin is spread so that 
it may be counted by his audience. Sev- 
eral placards state that he is seventy- 
five years old, that he is past the work- 
ing age, that he would not be surprised 
at finding himself suddenly transported 
from Broadway to kingdom come, for 
he has heart disease, and that he is 
saving his money in order to obtain 
ten dollars, when he will buy a stock 
of shoe laces and give the public better 





value for its pennies He supplements 
these placards with “heart-to-heart 
talks,” and is far more successful than 
his confreres who tremble with palsy 
and exhibit sores. Beggars usually en- 
deavor to convince people that they are 
begging for their next meal, but this 
mendicant believes in the “art of doing 
things far otherwise,” and exhibits a 


full week’s expenses to those who throw 
pennies at him, proving that the most 
superior wile is lack of wile. 
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INDIA. 
1901. 


FROM FAR AWAY 
CatcuTta, India, Aug. 
Editor of Printers’ INK: 

We have just undertaken from the 
Indian Tea Association, the working of 
a scheme for developing the market for 
Indian tea in this country, references 
to which you will, no doubt, have no- 
ticed in the newspapers. 

lis Excellency the Viceroy and Gov- 
ernor-General, the Commander-in-chief, 
the Lieutenant-Governor of the Pun- 
jab, the Home Secretary and other of 
ficials that have been approached on the 
subject, are taking a very keen interest 
in the undertaking, and have promised 
their sympathy and support. To cap- 
ture the Indian market, it will, in our 
opinion, be necessary to bring tea with- 


15, 





in reach of the people in a way that 
will suit their limited needs. As _you, 
no doubt, are aware, the mass of the 


natives of India are not overburdened 
with wealth, their daily income being 
in the region of 4d. When purchasing 
food, a piece at a time is the usual out- 
lay, say one farthing, and if they are 
to be got to drink tea, they must be 


able to purchase it in the same small 
quantity as other articles. fea being 
a delicate article, quickly suffers from 


exposure to the atmosphere, and there- 








fore needs to be protected by a pack- 
ing, both air and damp proof. <A _pack- 
ing is also a_ necessary” precaution 
against adulteration, to which the In- 
dian shopkeeper is peculiarly addicted. 

We therefore have under considera 


tion the packing of 1 0z., 2 0Z., 4 0Z., 
8 oz. and 16 oz. packets of tea to suit 
all classes of the community, and are 
looking round for some labor-saving ap 


pliances for doing so 





In our copy of Printers’ INK, vol- 
ume 27, page 12, we read with special 
interest your account of Middleton's 
methods, and it occurred at once to us 
that you, better than any one else, 
would be able to put us on to. some 
firm who supplied automatic weighing 


and packing machines, tin canister-mak 
ing machines, and other appliances suit- 


able for a large tea packet business; 
machines that can be worked by hand 
being preferred. Vi you kindly do 


so, and also refer to us some good hous 
es who would undertake a tea _ packet 
agency in New York and elsewhere in 
America? 

We need hardly say that 
feel much indebted to you, and would 
be only too happy to do anything in 
our power, at any time, to help you in 
return. We are, dear sir, 

Yours faithfully, 
AnDREW YULE & Co., 
Commissioners. 


we should 








- 
DISTRIBUTERS. 
Banoor, Me., Sept. 3, 
PRINTERS INK: 
furnish me with names and 
f f firms who are na 


NATIONAL 
1901. 
Editor of 

Kindly 
addresses of a few 


tional distributers of advertising mat 
ter. Very truly yours, 
rep HI, CLirrorp. 
or 
As vour insurance policies protect 
your stock against fire, so your adver 
tising contracts shoul ct it against 





neglect by the buying public. 


PRINTERS WANTED. 
WESTERN NEWSPAPER UNION, 
Cutcaco, jll., Sept. 5, 1901. 
Editor of Printers’ INK: 
We take the liberty to inclose to you 


an item for publication in your next 





A Salt Lake City publisher complains 
of the scarcity of printers in that pa 
of the country. Writing to a Chicag 
printers’ supplies concern, he 
‘The dearth of printers is not confine 
to Salt Lake City, nur even to Utah; 


Says 











extends to Idaho as well. Phe cond 
tion is not the result of poor wages 
ges here are higher: than ever. Ther 
is more business to do and not enoug 
printers to do it. Three new railroads 
being built and many towns art 
springing up in Idano and Utah. Ar 
printer can get a job at good w 
here are also many openings for er 


terprising publishers to locate at 
vhere no papers are now published.’ 


issue, Its reproduction 
doubt, help to relieve the 
the States named. 
Very truly yours, 
P. J. Devin, 
> oe 
A CHALLENGE. 
Tue SPRINGFIELD PUBLISHING ( 
SPRINGFIELD, O., Aug. 26, 1901 
Editor of Printers’ INK: 
Inclosed please find copy of due b 
which we are to-day sending out to 


points 








would 
ituati 








F : ist. Very truly yours 
PuE SPRINGFIELD PUBLISHING Ci 
Due Bill, the Press-Republic This 
certifies that the Springfield Publishing 
Company has credited your accou 


with $500, payable in advertising spa 
in the Press-Republic, Springfield, O., 
provided you are the first to prove that 
the actual paid circulation of the Pr 
Republic does not exceed the combined 





circulation of the other three opring 
field dailies. 

In witness whereof, the said corpora 
tion has caused this Due Bill to be 
signed by its duly authorized officer 


and to be sealed with the seal of the 
corporation. This 26th day of August, 
190L. J. R. Linn, Secretary. 
+> ‘ 
STATEMENT. 
_FRANcIscO BULLETIN 
FRANCISCO, Sept. 3, 1901. 


SWORN 
THE San 
SAN 


Editor of Printers’ INK: 
Inclosed herewith find a sworn 
tailed statement of the Bulletin’s « 


culation for the month of August, 19 








showing a daily average of 47,693. 
Truly yours, THE BULLETIN 
Per Thos. F. Boyle, 
Business Manager 
+o 
> PHOTOGRAPHS. 
turke & Meade, photographers, of 
Crystal Lake, Minn., advertised that 
they would give one cabinet photograph 
free to any person over seventy years 
of age who would come to their studio 
and give them a sitting. In this way 
they ought to obtain a great deal of 


prominence in advertising and at the 
same time sell a great many 1 
graphs from the plates t! made. 
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PECIAL 
EDITIONS of 


PRINTERS INK 











DRUGGISTS, PRESS DAY, 
WHOLESALE 
AND 


RETAIL, .. . October 2. 




















This special issue will call for about 37,000 sample copies, 
making it the largest issue of the series. 

Druggists offer the most promising field for coming advertisers, 
and the opportunity for leading them to consider a good newspaper 
by advertising in this issue of PRINTERS’ INK is exceptional. 

Once the sample copy of PRINTERS’ INK gets into the hands 
of druggists addressed, every part of the paper will be read. 

Advertising rates: Page, $100; Half, $50; Quarter, $25. Dis- 
play, by the line, 50 cents; Classified, without Display, 25 cents. 

Other special editions are: 

CIGAR MANUFACTURERS, 
PRESS DAY, OCTOBER 30. 


SEED AND NURSERYMEN, 
PRESS DAY, NOVEMBER 27. 


DISTILLERS, 
PRESS DAY, DECEMBER 31. 

Every advertising medium that seeks to increase its patronage 
among general advertisers, and believes in its own merits, or has 
an announcement to make which will interest advertisers, will do 
well to take advantage of the opportunity for advertising itself 
strongly and well in these special editions. 

Advertising rates are the same for each issue. Page $100, 
half and quarter pages pro rata. 


Orders and copy sent at once will receive prompt 
attention. Address 


Printers’ Ink,'° We*tork** 

















20 
A CORRECTION. 
Hammonp, Ind.. Sept. 10, 1991. 
Editor of Printers’ INK: 


Our attention has been called to your article 
in the issue of August 7th on mail order adver- 
tising, which was scissored from Current Ad- 
vertising of last March. The information 
given in this article is nearly two years old,and 
it is very annoying to have advertisers and 
agents sending us orders, quoting our rate as 
printed in Current Advertising. The article 
has been both damaging and annoying, and 
we will thank you to give publicity to the fact 
that the rate of Conkey s Home Journad is 6oc. 
gross. Circulation 175,000 The new rate of 
Soc. gross takes effect September 20. 

Yours respectfully, 

— s Home JouRNAL., 
Geo. B anna Adv. Mgr 

oe 
TO UNC LE SAM. 
which attracts the 
Washington is 

printing office. 


ADVICE 
A huge building 
attention of visitors to 
the new government 
When completed the structure alone 
will represent a cost of more than 
$6,000,000, of which the work now un- 
der way counts for about half. This 
will be the largest, and in many re 
spects the finest printing establishment 
in the world. Between 3,000 and 4,000 
persons now find employment there. 
No one can look at the mass of 
matter coming every day out of this 
enormous printing office without being 
impressed with the small part of it 
which really does anybody good. An 
obvious remedy would be within easy 
reach; the government must sell its 
publications, instead of giving them 
away. The difficulty in the govern 
ment selling its wares is its apparent 
inability to advertise. In order to sell 
books in this age one must advertise or 
few persons will know what the publi- 
cations are or how to obtain them. So 
the government books do not really get 
among the people and do the good in 


tended unless they are given away. 
This is notably true of the geological 
survey maps. They are now for sale at 


five cents each, and yet comparatively 
few persons seem to know of their ex- 





istence.—Western Editor. 
—+or 
GOOD ADVICE. 


Temper early success with a moder- 
ation of exultation. Do not cultivate 
recklessness and extravagance. The 
time is likely to come when that money 
will be needed to bolster up slow busi- 
nes, days.— Advisor. 


toe 
Classified Advertisements. 


Advertisements under this 3 head two linesor more, 
without dis, splay, 25 cents a line ‘ust be 
handed in one week in advance 


WAN TS. 
A chance t te ; gain experience in the 


ss by one who can write ads. 
St., Brooklyn 











\ 7 ANTED— 
ad bus 
“ G. M.,” care 773 Halsey 


M ORE than 200,000 copies of the morning edi- 
tion of the World are sold in Greater New 
Yor: every day Beats any two o:her papers 
\ ’ ANTED— Experienced man to install follow 
up system for mail order manufacturer, 
Address *‘ SUGGESTIONS,’ 











State experience. 
care Printers’ Ink 
Wwe want a managing printer to purchase an 

interest in and take entire charge of our 
printing department. BARNHART & SWASEY 
Management of Advertising, San Francisco, Cal. 





PRINTERS’ 


INK. 
> & 0 TO invest in rural agrecticing. STAND- 
) ARD, San Angelo, Texas 


[NE RGETIC, fore -eful, busine nebetaniog ad 

4 writer desires position in - or vicinity 
» 2 Al references as to charac 
y $2 rp week. Address 











good habits. 
aa ability. Salar 
O. W.,” care Printer 
( RDERS for 5 line aivertisements 4 weeks $10 
in 100 lilinois newspapers ; 100,000 circula- 
other \\ estern weekly pape . 
ogue on application. JHICAGO 
NE W SP ‘PE R UNION, 10 Spruce St., New York. 


\ N adwriter of long and successful experience 

4 desires a change. Can handle a large ap 

successfully A good black and 

Thorough ‘know ledge of all details 
“A. D ¢ big 


ter 
“Cc. 








psndhadae 4 


propriation 
white artist. 
of the business 
Cm ULATION inanz ager wants larger field. | 

doubled city circuiation of a metropolitan 
daily in six mouths, increased totai circulation 


care Printers’ Ink. 


40¢. Eight years’ experience. Can get circula 
tion = any ink daily Address 
“2s. ” Printers’ | 





W a TE D-—A pressroom manager in printing 

house runnin a rotary and flat-bed 
presses. liberal ealary will be paid to experi 
enced man of undoubted ability and satisfactory 
testimonials. Address, with full ,particulars of 
previous experience, “ COLI, ETt,” Printers’ Ink. 


W ANTED—F-very advertisement writer to se- 
cure a copy of our book of ready-made 
advertisements. A_ veritable mine of sugges- 
tions and catchy phrases. Contains over hve 
hundred examples of effective ads. Invaluable 
as a thought stimulator for advertisement “= 
Sent gt on receipt of price, $1. 
ss GEORGE P. ROWELL & CU., 10 Spruce St., 
New York. 
N experienced and capable manager of cir 
d culation and advertising, with successful 
record of many years’ duration, seeks position. 
Understands thoroughly the hiring, instructing 
and training of men,is an excellent advertise 
ment writer, has a thorough general knowledge 
of the ee business and of advertising 
mediums. Wil] work for a commission cn re 
sults, but must draw not less than $50 per week 
Address “ C. K. D.,” care Printers’ Ink. 


Ww ANTED—PRESS WORK. 

We have facilities, second to no other e: 
tablishment in the country, for long runs of 
press work. Can print 8, 16, 40 or 24 page papers 
at the rate of 8,000 an heur, on rotary perfecting 
»resses. Can prepare to run at short notice, and 
ean print, paste, trim and mail 200,000 copies a 
week, Can print all but the very finest half 
tones. Prices below all competition If you 
publish a weekly or monthly of over 30,000, or 
want a large number of plain catalogues or cir 
culars, we can probably cut your printing bill 
right in haif. Jet us estimate on your work 
Address “ I’RES3 WORK,” Box 1550, Philade!- 
phia, Pa. 








—-- >> — 
SPECIAL REPRESENTATIVES, 


I A COSTE AND MAXWELL, 
4 38 Park Row, New York, tele phone 3293 Cort 
landt, special representatives for leading daily 
newspapers, 
- — +o ——-— 
PAPER. 

SG IND for samples ¢ of our Seal Linen Ledger, 

ver Ib. No ledger at same price can ap 
yroac ehh it. BASSETT & SUTPHIN, 45 Beekman 
St., New York City. 





oe 
IMPOSING STONES. 


B= quality Georgia marble imposing stones, 

two inches thick, 50 cents square foot. Cash 

with order. THE GEORGIA MARBLE FINISH 
ING WORKS, Canton, Ga, 

: ——— 
ELECTROTYPES AND STEREOTYPES. 

| ame sECTROTYPE or stereotype cuts. When you 

4 want good ones, order from Bright’s “Old 

Reliable,” St. Louis klectrotype Foundry. No. 

211, North Third St. ., St. Louis, Mo, 
— +o 
LINOTYPE AND STEREOTY. PE METAL, 


MANUFACTURE the best linotype, stereotype 

and electrotype metals in the world. Get my 
nrices before ordering. (ut-of-town orders so 
lic:ted. I, SHONBERG, 174 Hudson St.. N, Y. 
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FOLLOW-UP SYSTEMS. 
PRINTED matter telling all about them free. 
SHAW-WALKER, Muskegon, Mich. 


LABELING MACHINES. 


\ YERS BROTHEKS, Thames Bit; Green 
1 wich & Thames St., New York ¢ 
- +o 
MAiLING MACHINES 
MYERS MAILER, Thames B ie. Green- 


Ne 
wich & Thames Sts , New York Ci 





HALF. TONE 
R(): COPPER HALF. TONES—S 2 
( tor publishers. MAIL Cl TCO, Phila 
——__—_+o+— 
COIN CARDS. 


Q2 PER 1,000. Less f for or more; any printing. 
S35 THE COIN WRAPPER CO., Detroit, Mich, 











ccmmmsinan a 
NUMBERING MACHINES. 
( UR numbering machine is the best. WETTER 
NUMB’G MACHINE Cu Kent Ave., Bklyn. 
09 eeneemene 


MISCELLANEOUS. 












fig cee by mail, puncture proof, $5 pair. Anti- 
Cact 7.5). Pleasure to ride. ROADSTER 
CYCLE Wo RKS, Camcden, N.J. 


~7o- 

NEWSPAPER BROKER. 
QELLERS. buyers are dealing through A. H. 
N SMITH, Karlville, Il. Onginal methods. 
Plants for sale, $500 to $35,000, Atlantic to Pacific 

—— - +o -— 
LETTER BROKERS. 
] ETTERS, all kinds, received from newspaper 
4 advertising. wanted and to let. What have 


you oF what kind do you wish to hireof us! THE 
MEN OF LETTERS ASS'N, 595 Broadway, N. Y. 





AD VERTISING DESIGNS. 





(RIGINAL IDEAS. The best equipped art 
department. 
GILL ENGRAVING C 
140 Fiftii Ave., New York. 
~>- 


PRESSWORK, 
| IGH-CLASS presswork is our specialty. We 
have the r. putation of doing the best half- 
tone printing in the business. Consult us before 
placing order. FERRIS BROS., 45-51 Rose St., N.Y. 
ee — 
E LECTROTYPES. 
\ E give special atte ntion to making of good 
electrotypes tor newsp'’r ads, Prompt. Out 
of-town work done care fullyascity. RA “x - 
ELECTROTYPE Co., 24-26 Vandewater St., 


—- +o) 
PREMIUMS. 


YELIABRLE goods are trade builders Thou 
sands of suggestive premiums suitable for 
publishers and others from the foremost manu 
facturing and wholesale dealers in jewelry and 

















kindred lines. 560-page list price catalogue 
free. S. 1’. MYERS CO., 48-50-52 Maiden Lane, N 
——s - 
PHOTO E VGR. ‘VING. 
ine STANDARD GRAVING Co,, 61 Ann 
St., New York. 
ving plant in the world 





T' 


ne nown everywhere 
as the best. GILL INGRAVING CO., 
140 Fifth Ave., New York. 
oles +> > 
PRINTERS’ MATERIAL, 


iY eg -RN MACHINERY. new and rebuilt. 
4 Materiai, new and second hand 
Type, new only. at foundry prices and dis 
counts 
Quality above price 
From a cylinder to a _bodkin furnished 
CONNER, FENDLER & CO , N city. 


HALF- TONES. 
p= FECT copper half- tones, 1-col., $1 ; large 
0c per in. THE YOUNGSTOWN ARC EN: 
GRAVING CO., Youngstown, Ohic. 
~7- 
NEWSPAPER FUR SALE. 
2» DOWN, balance easy terms, secures 
S506 controlling interest in daily in Penn 
sylvania. City of 15,000 (se: Sr 40,000) ; only one 
other daily in city. NTT. TRADING 
COMPANY, 21 Vark Kow, ‘Rev w YorkC ity 
~~? 


HALF-TONES FOR SALE, 














DVERTISERS, newspaper publishers and 
i printe Half-tone engravings ; thousands 
of subjects ; zine etchings, comics, ete., for sale 


at five cents per square inch ; pr s too low to 
send proofs. Publishers and ‘advertise ers Visiting 
the Exposition should call and see what we have 
tooffer. A selection of from 10 to 50 cuts can 
easily be made from the a number on hand. 
THE EXPRESS, Buffalo, N. 








“7, 
EXCHANGE, 
\ ’TANTED—To exchange, a small amount of 
advertising space with high-class maga 
zines and monthly periodicals on pro rata ar- 
rangement. THE KOSTRUM, Lancaster, Pa. 


E XCHANGE what you don't want for some- 
4 thing you do. If you have mail order names, 
stock cuts or something similar, and want to ex 
change them for others, put an advertisement in 
PRINTERS’ INK. There are probably many per 
sons among the readers of this paper with whom 
you can effect a speedy and advantageous ex- 
change. The price for such advertisements is 
25 cents per line each insertion. Send along your 
advertisement. 








oh ad 


FOR SALE, 


LARGE stock of electros of illustrations 
4 will be sacrificed at 3c. per square inch. All 
subjects and sizes. dna State what you 
want as clearly as possible and inclose money 
order to pay tor same, ‘and 1 a fill your order, 
guaranteeing satisfaction. L. ELKUS, 150 Nas- 
sau St., New Yor 


gamed issue of PRINTERS’ INK is religiously 
4 read by many newspaper men and printers, 
as well as by advertisegs. If you want to buya 
paper, or to sell a paper, or type or ink, the thin 
to do is toannounce your desire in a classifie 
advertisement in PRINTERS’ INK. The cost is y 
25 cents a line. As a rule, one insertion will d 
the business. Address PRINTERS’ INK, 10 Spruce 
8%., New York 





“*- 


BOOKS, 


QEE EN THROUGH SPECTACLES 
\ ‘Ready-Made Advertisements ” is a conven- 
ient littie book published by George P. Rowell 
Co.. of New York. The specimens reproduced 
in it are inter nded for the merchant who cannot 
express himself well and for the professional 
wricer of advertisements who seeks ideas. No 
body knows better than Mr. Roweli that tastes 
differ as widely in advertising as in other things 
The man who can tell in advance whether a par- 
ticular piece of copy will sell goods or not can 
command his own price. This uncertainty is not 
a“ reason why copy should be care ‘lessly prepared. 
“On the contrary, quite the reverse.’ Two un- 
fortunate tendenc re noticeable in “ Keady- 
Made Advertisemen : the neediess mutilation 
of words and the use of nouns to take the place 
of ad jc ctives. Why, when one is writing prose, 












‘ its” is a better expression than “it is,” or 
“ we're ’ than “we are,”’some of us are unable 
to see Equally questionable are such phrases 


as “butter oration” and “hat gg gg 
But itis farto Mr. Roweli to say that Le isa 
pretty sharp critic himself, and when among his 
ready-made advertisements he finds a poor head 
line or other defect, he piainly calis attention to 
it. Beside, merely verbal faults may be forgiv 
en in an advertisement that contains an idea. 
Preceding the advertisements in the Rowell 
book is a preface well worth reading, and some 
suggestions that can scarcely fail to be valuable 

National Advertiser 

The book of Ready-Made Advertisements will 
be sent to any address on receipt of $! by GEO, 
l. ROWELL & CO,, 10 Spruce 8t., New York, 
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PRINTERS. 


W! E print an_ attractive, hooklet, 8 pages, 

x5 inches in size, wire stitched, tine paper, 
lor of ink, 1,000 booklets for $10; 5,000 for 
For ilustrations and writing copy, if so de 
ed, we make a small additional charge 
P ORIN TERS’ INK PRESS, 10 Spruce St., N. Y. 


BUSINESS CHANCES. 
ANT D—A newspaper man of experience to 


take charge or managing editor of a long 
paper in New 








W 


established and successful trade 


York City. Ge Ss 
’ P. O. Box 672, 
New York City. 
ae +> ve 
BOOK PREMIUMS. 


( 1QOOD books make the best newspaper premi 
¥oums. We pubtish the finest line of premium 
books out. Have been used by city dailies anc 
country weeklies with great success, proving to 
be the greatest circulation builder known. Now 
is the time to work subscriptions. Send for cir- 
cular and prices, STANDARD PUB. CO., Lees- 
burg, Ind. 





~Te 
ING MACHINES. 


ADDRE 


oa are many so-called addressing ma- 
chines on the market, but remember that 
Wallace & Co.’s is the only one row in successful 
use among the large publishers throughout the 
country, such as Printers’ Ink, Cosmopolitan 
Magazine Co., Butterick Pub. Co Conrort. of 
Augusta, Me., and many others. nd for circu 
lars. WALLACE & CO., 10 Warren St., N. Y. 
>> 
DISTRI BUTING. 
I HHWHHBAA AHAB BAA 
HOWE ADDRESSING CO 























= 208 So. 4th St., Philadelphia. 
A Delivery by spec ial messe ngers of Calen- nN 
‘A dars, Pamphlets, Books, Circulars, Cata ‘A 

logues, ete., with or without receipts, 4 


CECECCECECC( ecececececcecceccccccc ct 
- —_— = 
ADVI RTISING NOVELTIES, 

I RONZE letter openers. Send for circular. 
H, D. PH! LPS, Ansonia, Ct. 

Kod IN geruine Confederate money for only 

S00 er CHAS. D, BARKER, Auanta, Ga. 

eee the purpose announcements 

of Advertising ties likely to benetit 

reader ax well as advertiser, 4 lines will be in 

serted under this head once for one dollar. 


7 
TO LET. 


“of, inviting 
Vv 








Te LET: White Mountains—Gentleman’s resi 

dence to let toan approved tenant for the 
season of 1901; most attractive situation, within 
reach of the Waumbek Golf Links; fully fur- 
nished ; three bathrooms ; copious water supply ; 
six fire plac es, three sitting rooms ; 11 bedrooms 
vine-clad piazzas , st bling for six horses ; excel- 
lent garden. For further particulars address 
owner, GEO. P. ROWEL ay ad vington on Hudson, 
N. Y., or No. 10 Spruce *t. ivy. 





PRINTERS’ INK. 


SUPPLIES. 
1 AUGE PINS, 3 for 10e, PRINTERSSUPPLY 
¥ CO., Grand Island, . 
‘va paper is ges with ink manufac ture: 
by the W. D. WILSON PRINTING INK (% 
Lita. 17 Spruce St, NN w York, 
cash buyers 





Special prices t 
5 el 
ADVE RTISING AGENTS. 


~» HELP or Agents Wanted in 


2 the Sunday 
Oo 











issue of 15 leading metropolitan newspa 

ers. A bargain for mail order men. Lists free 
hiv NGERFORD & DAKRE LL, Washington, D. ¢ 
w )UTH AFRICA Adve rtisements so placed a 
N to cover the whole of South Africa. Line) 


1 month (26 inserts), $8.10, 20,000 circulation, coy 
ering Durban, Natal towns, Pretoria and Rand 
G. H. CLAPP, Box ), Johannesburg, Transvaal! 
(Banker's draft payable here, or Postal M. O 
payable Durban.) 





_— = 
BUSINESS OPPORTUNITIES, 


fle oil stocks of the right kind will mak 

you more money quicker than any other 
investment nowadays. The Texas gushers are 
now flowing more than all the rest of th: 
world combined, short time you can buy 
development stock at 25c. per share in a compu 
ny right in the micst of. the oil fields. Write to 
us at once. BELGIAN OIL CO., 150 La Saule St., 
Cichago. 





For : 








$25,000 AN exceptional opportunity is of 
fe red to invest in a first-class mail order propo 
sition. The business is now well ouauiiiend and 
on a good pay.ng basis, though less than a year 
old. Field unlimited and profits large. Thor 
oughly protected by foreign as well as Canadian 
and American patents. 000 will purchase a 
three-quarter inter you can control this 









ph: 





amount and have the ‘ability to develop a good 
thing, this will bear your investigation. Ad 
dress ** B ,” care Printers’ Ink. 
— - _ 
NEW: 





PAPER BARGAINS. 


Qe i BUYS an old-established new spape r 

2 000 and job 72 in New Jersey. If 

you. mean bus wry: eall or write. ae others 
need apply. A.C. AL TO! > Ne wiield, N. J. 





fib Mass. wee skly “and job propositions— one 
$8,000- nota large amount down. The othe: 

$5,000, mostiy cash. If you want a good property 

exe aaron —_ k. Such openings are few and far 

betweer 

0, one-half cash, buys a New 

w ly. Over 8,000 people in town. 
$1, 600 buys a weekly in Virginia. 


Hampshire 





Satisfactory 


terms 

$900, one-half cash, buys a weekly and jol 
office in Chio 

wel ” buys a healthy class pantie ation. Own: 





sme profit for last year $7 
“i, 800 buys an Illinois job office ahaa $3,006 
year and increasing. $1,300 cash down. 
Tho:e who mean business are invited to virit 
and cor es spond with 
Cc é AVID, Abington, Mass., Confident'«! 
sroker aa kxpe rt in Ne wspaper Properties 














At This Office, 10 Spruce Street, N. Y. 
——— | 
GEO. P. ROWELL & CO. ADVERTISING BUREAU | 
keeps on file the Leading Daily and Weekly Papers and Monthly | 
Magazines; is authorized to Receive and Forward advertisements | 
at the same rate demanded by the publishers, and is at all times | 
ready to exhibit copies and quote prices. | 
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ILLUSTRATORS AND ILLUSTRATIONS. 
SENIOR & CO., Wood I-ngravers, 10 Spruce 
e St., New York. Service goodand prompt, 
+2 
ADV. ERTISING | MEDIA 


fle ~ GOLFER, Boston. 
in America 


To GOLFER, 
in America, 





Oldest golf publication 


Boston. Oldest golf publication 





She E GOLFER, Boston. Oldest golf publication 
in America, 
le GOLFER, Boston. Oldest golf publication 
in Ameri 


fe GOLFER, Boston. Oldest golf publication 


in America, 





DEALERS’ MAGAZINE, 


] ARDWARE s’ sam- 
ple copy 10 cents, New York City. 

flag reach mail order buyers at 10c. line, use 
AGENTS’ GUIDE, Wilmington, Del 


2.000 cire’n weekly, Loe 
actory results. 





P' ST, Middleburgh, I’a 
per inch, brings s«tis 





guaranteed. Rates 10c. in 


| 800 fat CHR ‘HRONICLE, Princeton, Ky 


DVERTISING agents serving their clients 
d honestly, call up TOILETTES ; estab, 188 
times, 


4 oe DAILY ENTER- 
( PR 1, Brockton, 


Circulation 6,800, 
( YEKNER oy INFORMATION, 420 Main, Bi izham 
¥ ton, N.Y. 


trial 3 mos, 10c i frec. Rat 
\ ANUFACTURERS’ JOURNAL; sample copy 
4 10 cents. 20) Montague St., Brookly: N.Y. 
I EACH the best Southern farmers by 





2% cents, 
Mass. 

















planting 


your ads in FARM AND TRADE, Nashville, 
Tenn. Only 10c, a line. 

NY persen advertising in PRINTERS’ INK to 

4 the amount of $10 or more 1s entitled to re 


ceive the paper for one year 
DVERTISERS’ GUIDE, New Market, N. J 
4 C:reulation 5,000 rample free Mailed 
postpaid lyear,25e. Ad rate, We, line, Close 24th 
ye SUN, one of the leading weeklies of the 
Che rokee Nation. Ads in its columns at 
WEEKS & CHAI’MAN, publish 





FLORIDA FREE 





TH PRESS, pubi ut 
Bristol, Liberty County, Florida, y Fri 
day. The official and only paper published in 


the county. Inthe center of a very fertile 


eultural and turpentine district 

gets who want to reach Western reader 
with their business should consult the Bill 

ings (Mont ) TIMES. It has the best general cir 

culation of any weekly newspaper pr — 1 west 

of the Mississippi. Rates reasonabl M. C. 

MORRIS, roprietor. 

PP ANT your advertising 
TAIL DRUGGIST, of 


seeds with the RI 
Detroit, Michigar 








They have an established and permanent class o 
re “=f rsand a good erep of business will be the 
result It pays better than any two other drug 
journals. Average monthly circulation, 17,000 


T'S Wrightsville TELEGRAPH is the 
home print newspaper published in 





only all 
the 


eastern section of York Co, It covers the richest 
section of Pennsylvania and goes into the hones 
of well-to-do farmers every wee “Arries 


eighteen to twenty columns of advertising. For 
rates address THI: ThLEGRAPH PUB. CO., 
Wrightsville, Pa. 

FFIDAVIT—!, F. P. Boyle, publisher of the 
d HOUSTON WEEKLY TIMEs, being duly sworn, 













say that the average number of copies each 
issue printed and circulated since Js c 1, 1900 
of the paper, has been 1,408. E. P. ROYLE, Pub 
lisher, ny ‘ibed and sworn to bef re me, this 
lith day of January, 1901, k. TRACY, Notary 
Publie Band for Harris ¢ hiFing Tex 
TH FREIE PRESSE, Wilmington, Del. The 
only German newspaper—a daily 21 years in 
existence published in Delaware, and the ony 
ne becween Philadelphia, Reading and Balti 
tnore 
If you want to reacha good German trade, 
place your advertisement in the columns of 
this Pape Resuits prove the valne of the me 
dium, Write for sample copies and advertising 
rates, 
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K EY WEST, Florida, Read and advertise in 
\. the Key West ADVERTISER, the only news 
pape ri ever publishea in the most southern point 
in the .S. Established 11 years; 8 fol. pages. 
Only 90 miles from Havana, Cuba. J.T. Ball, Mgr. 
adv’g medium in Dodge County 
greatest agricultural and dairy 

is the DopGE COUNTY KEP 





inn. 
gion 
state BLICAN. 

‘ 6 Through no other source can the well- 
to-do constituency of this paper be reached so 
economically as through the PUBLICAN. All 
home print. The best equipped country printing 
establishment in the state. The KEFUBLICAN car- 
ries more ads, at a higher rate, than any paper 
in Dodge County—it re aches the pe ople. For rates 
and samples address B. A. SHAVER, publisher, 
Kasson, Minn. 




















— ~.o —— 
{DVERTISEMENT CONSTRUCTORS, 


N. J., wants 





\ 7M. WOODHOUSE, JR. , Trenton, 
patrons who want best wor 


WS 
ee I F 


( YOPY for short cir 
JED SCARBOR o, 
fagtt TAILERS, add a mail_ 
Y GEV. R. CRAW, 115 Dearborn St. 
F OUR to eight origineg ul common sense ads writ- 
ten ee ds at to $8 per month. ED 
347 KE. St , Chica 


me about my _ business- bringing ads. 


GOODWIN, Malden, Ma 

it’s advertising, see HOLBROOK.” Writer 

and adviser. 97-99 Nas-au St., New York. 

, $2, cash with order. 
Wa alsey St., Brooklyn. 

order department. 

, Chicago, Il 











WIN 8. ARNs,a 





I ENRY FERRIS. his (EE) mark, 
1049 Drexel Building Phil adelphia 
Adwriter and designe: rite for samples. 


100,000 E2P. fax as 


trated, 


book 


=e 





GOULD CO., “ Medical spaeatt 
Bldg., N. Y. Business men may call. 
ee J ACK THE JINGLER’S ” best of fads 

Ld Is writing rhyming business ads, 


Of pith and point, for every use. 
His New York address is 10 Spruce. 











( YOY for 8-page bvoklet, $ ; four tricai ads, 

advice on any business subject, $25 
yearly service $6 per month up, owing toamount 
of woik. FRANK B. WILSON, Kenton, Ohio, 


I AUNCHING a new business Whether it wi! 
4 bean ocean liner or a catboer 

on the advertising. Let us 7 
SNYDER & JOHNSON, Advertising \\ 
Agents, Woman's Temple, Chicago 


ag CONSTRUCTORS will find our book of 
4 ready-made advertisements of great assist 
ance in the preparation of advertisements. Thx 
book contains over five hundred specimens of 
good advertising, any one of which may suggest 
an idea for your ad when you get stalled. Sent 
prepaid on receipt of pr $1. Address GEO, 
P - ROWELL & CO. » 10 Spr ce St., New York. 


riters and 








° ee world gives its admiration, not to the 
man who does what nobody else attempts 

o do, but to the man who does best what mu ti 
tude sdo well.” We write convine ing advertis 

rand See it too if vou like 
THE HEBER MACDONALD CO.. 
St. James Bldg., New York, 
I 


Phone 1748 Madis son Sq. sway & 26th st. 
A” DWRITERS and designers should use this 
-olumn their business The 
price is only *, being the cheapest 





of any me dium published, considering circula 

tion and influence. A number of the most 

cessful adwriters have won fame and 

through persistent use of this column. 
began smail and kept at it. you may 
wise. Address orders, PRINTERS’ INK, 
t.. New York. 


°° QEEING is believing ” 
‘ that something similar to what I have 
made for others might profit the man to whom I 
send samples of my work. Most of my best cli 
ents saw some of my ee * before giving me 
their first order, Is its wonder that I gladly 
send collections of Banter s to correspondents in 
terested beyond the posts ‘vd card limit?! I mak« 
srues, Booklets, Price Lists, Folders, Ma‘! 
ards and Slips, Ne aennar and Trade Pa 
Advts.—indeed, everything in trade litera 
FRANCIS I. MAULE, 402 Sansom St., 
Philada I usually make unusual things—am 
very apt to do that, 


do lik 
10 Spruce 


tis often believing 
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PRINTERS’ INK. 


A JOURNAL FOR ADVERTISERS. 
t@ Issued every Wednesday. Ten cents a 


copy. Subscription tage. five dollars a year, 
in advance, Six dollars a hundred. No back 
numbers 


we Being printed from plates, it is always pos- 
sible to issue a new edition of five hundred cop- 
ies for $39, or a larger number at the same rate. 
Publishers desiring to subscribe for PRINT 
ERS’ INK for the benefit of advg. patrons may, on 
oe obtain special confidentiai terms. 
ft any person who has not paid for it is re- 
ceiving PRINTERS’ [NK it is because some one has 
eubscribed in his name, Every paper is stopped 
at the expiration of the time paid for. 
ADVERTISING RATES: 











Classified advertisements ats a line. six 
words tothe iine; pearl measure; display 50 cents 
a line; 15 iinesto the inch. #@100a pa Special 


position twenty-five per cent additional, if — 
ed; discount. five per cent for cash w ith order. 


OFFICES: NO. 10 SPRUCE St. 
London Agent, F.W Sears, 50-7 52 Ludgat e Hill, E.C. 


“NEW YORK, SEPT. 18, 7 
Now 


In surgery. 


American supremacy 


Its 





IT pays to change your ad fre- 


quently. People do not care to 
re-read what they have already 
read. The ad that readers pass 
by almost unnoticed is about as 
goed as no ad at all. 

THE August number of Agri- 
cultural Advertising, one of the 
most excellent PriNTEers’ INK ba- 
bies, published t Chicago, con- 


tains gratifying reports about the 
West and 


crop conG litions in the 
Northwest. 
JEAN PAvuL FREDERICK —— 


held that one should never read 
book until he had “the vught “ally 
self hungry about it.” It is a good 
rule never to write an ad until 
you have thought yourself into a 
glow over your goods. Type is 
always a more or less cold medi- 
um for saying things, and it is 
safer to put too much warmth 
into an ad than too little. 


THOSE in the best position to 
watch the trend of advertising 
matters are beginning to incline 
to the opinion that all ads are 
read more largely than is com- 
monly supposed; that unless one 
absolutely hides his announce- 
ment under a peck measure it will 
be seen and read, and that, con- 
sequently, the main end in writ- 
ing copy is to make it convincing 
and informing, treating attr 
tiveness as a secondary matter, 
though a close second. 


PRINTERS’ INE. 


“In this world there are few 
voices and many echoes,” says 
Goethe. Study the art of doing 
otherwise in advertising—or at 
least letting your announcement 
have the sound of a “voice,” not 
an “echo.” 





A CONTRACT to deliver two mill- 
ions of American watches within 
one year was recently awarded to 
a New York firm by an English 
concern. This contract was car- 
ried off by an American advertiser 
versus the combined competition 
of European manufacturers. This 
sort of thing is manifestly **Amer- 
ican supremacy.” 


ANYTHING that is meant to have 
a vogue with a wide public—book, 
hat, breakfast food, magazine— 
must have a simple, pronounceable 


name to distinguish it. Further- 
more, a simple, comprehensible 
idea must lie behind that name. 


Ask an Italian newsman for Cur- 
rent Literature and he holds a 
consultation with three other Ital- 
ians, but ask him for Munsey’s 
and he has ready understanding. 





AN advertiser does not have to 
go out of his own experience to 
prove that people remember force- 
ful ads, for in five minutes he can 
recall four or five ads of a year 
ago that impressed themselves in 
delibly upon his memory. But in 
a whole day he will not be able to 
name all the advertisers of certain 
lines of goods in the magazines 
breakfast foods, tooth pastes or 
some other line—for the advertis- 
ing does not rise above the level 
of mediocrity and has never 
caught his mind, 





printer who is a student 
of his art, rather than a plodding 
mechanic, the advertiser of smali 
means can command an inexpen 
sive expert assistant and advisor. 
Special cuts and high-priced tal- 
ent for writing and placing his 
ads may be beyond the means of 
the man who is going to invest a 
hundred dollars in retail adver 
tising in his own town, but with 
the aid of a conscientious, skilled 
printer he can often produce ef 
fects that will compare favorably 
with those of the specialist. 


In the 
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“ PrctuRES speak louder than 
words” affirms an _ advertising 
sage. This, of course, does not 
imply that they say more. Loud 
advertising talk is not always 
good adv ertising talk. 


THE Little 


attention to 





Schoolmas ster calls 

the letter from the 
India Tea Markets Expansion 
Commission, of Calcutta, India, 
which appéars elsewhere. Manu- 
facturers in the line of goods to 
which the inquiry refers will be 
interested no doubt. 


THE non-advertising newspaper 
is either open to the charge that 
it doesn’t believe what it preaches, 

r that it has much less nerve and 
self confidence in seeking and de- 
veloping additional business than 
the smallest merchant, who be- 
ieves in himself and his goods. 


Eacu ad you publish ought to 
be somewhat in the nature of an 
instalment of a serial story. Get 
people into the knowledge that you 
advertise every day or week—that 
the bargain featured in your space 
today is but one of many—that 
= are bargains in the store 

aiting for their turn, as well as 
bonus that were advertised a 
month ago—that you are in busi- 
ness to stay—that you are profit- 
ing by the eclat of honest meth- 
ods of a year ago and that you are, 
in to-day’s sales, building up trade 
for a year, or two years, or five 
years to come. 


VALUE ALL ADVERTISERS. 
—Messrs. George P. Rowell & 
Co.’s American Newspaper Direc- 
tory is a useful quarterly publica- 


tion, whose issue for September- 
November, I901, is just ready. 
The Directory gives a complete 
list of all newspapers and other 


periodicals printed in the United 
and Canada, with brief in 
as to their politics, re- 
nationality, etc., and 
their editors 
dates of issue, 
their size and price. and statistics 
as to their circulation in the past 
as well as at present. The latter 
plan enables an advertiser to de- 
termine their probable future.— 
New York Herald, September 3. 


States 
dications 
ligion, class, 

the names of 


adds 
and publishers, the 
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HE is a poor advertiser who 
does not expect to do more busi- 
ness next year than he does this 
year. 


Tue Little Schoolmaster hears 
with pleasurable emotion such ref- 
erences to himself as Mr. Robert 
H. Ingersoll makes in an interview 
printed elsewhere. PRINTERS’ INK 
has always been “my guide, phi- 
losopher and friend,” and _ the 
achievements of Mr. Ingersoll 
bear out his words. 








PARTICULARIZE—and again par- 
ticularize—and ever more particu- 
larize. When you hear of a boiler 
explosion you want to know, first, 
kow many persons were killed or 
hurt; then, how it happened, who 
is to blame, and so on. When 
you hear sh goods you have the 
same interest in lesser degree. If 
it's a new ple ne tobacco you 
want to know whether it’s long, 
chop or plug cut, what it costs, 
whether it’s mild or strong, and 
where you can get a trial package. 
These questions come naturally to 
you, and boiler explosions and 
smoking tobacco arouse their like 
in other mortals. 





WeEsTERN Canada _ (Manitoba 
and Northwest Territories) has 
this year harvested the largest 
nd best grain crop in twenty 
years. The wheat crop of the 
United States in 1900 was 522.- 
229,000 bushels, and it took 42,- 


495,000 acres of land to produce 


this amount of grain. The wheat 
crop of Manitoba alone this year 
is Over 50,000,000 bushels and it 
was raised on 2,100,000 acres of 
land. The conditions are most 
favorable for new business, as the 
farmers of Manitoba and North- 
west Territory have good money 
to spend. The Nor’west Farmer 
published at Winnipeg, Manitoba. 
says that they confidently expect 
to at least double their paid-in- 
advance circulation before the end 
of toot. This territory is worth 
looking into by many American 
manufacturers and others. West 
ern Canada is growing. steadily. 
The immigration of English 


speaking people from Europe and 
the United States for 1901 will 
hgure up to 50,000, 
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EconoMy in advertising does 
not relate to the amount of money 
expended. It relates rather to 
how the money is expended. 


TRADE relations between the 
United States and Spain have re- 
sumed the conditions existing 
prior to the war between the two 
countries. The exports from the 
United States to Spain in the fis- 
cal year just ended were larger 
than in any preceding year with 
a single exception, 1883, and show 
an increase of $6,000,000 over 
1899; while our imports from 
Spain also show a_ marked _in- 
crease over 1899. In the seven 
months ending with July, rgo1, 
our imports from Spain were $3,- 
110,718, against $2,875,840 in the 
corresponding period of the pre- 
ceding year, while during the 
same period our exports to Spain 





increased from $8,189,288 to $8,- 
988.970. For the single month of 
July, our imports increased from 


and our ex- 


$270.216 to $634,065, ; 
trom 


ports to Spain increased 
$640,689 to $1,156,490. 

THE publishers of The Ameri- 
can Boy, Detroit, Mich., have 
fied a formal request with the 
management of the World’s Ex- 
position to be held in St. Louis in 
1903, that among the Exposition 
buildings shall be one for a 
to be known as the Boys’ Buil 


ing.”” They are using every means 
within their power to induce the 
Exposition management to favor 
ably consider the request. The 
agitation will be kept up until a 
definite decision is made. Na 


world’s exposition has ever num 
bered among its attractions a boys’ 
building. It will therefore be a 
novel feature. Boys are no unim 
portant element in the country’s 
progress. Twenty years from 
now they will be the men _ in 
charge of affairs the world over. 
No one has properly estimated 
the importance of the boy and 
given adequate thought to the so 
lution: of the boy problem No 
one who has not studied boys rea 
lizes the extent of their activities 
and the important figure they cut 
in our life as a_nation.—The 
American Boy, for September. 
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INK. 
SAYING that business is dull is 
acknowledging that you are not 


getting your share of it. 





THERE is no royal road to rich- 
es, and, in a business as big as 
mine, no back lane. My method 
are open, and anybody can see 
them. <A successful concern is 
created and maintained by the re 
cognition of great facts and ob 
v10us principles—the growth of 
population and the increased fa 
cilities of inter-communication 
among men and nations. These 
are the great factors in forming 
great businesses. To supply the 
many instead of the few, to han 
dle large instead of small quanti 
ties, and to be the grower, thi 
manufacturer, as well as the ven 
dor and retailer—to do all this is 
to adopt, in short, a system of 
business obvious and open to ail 
If I proceed to speak of my own 
application of these principles 
and of the individual qualities 
necessary to work them out in the 
details of business, I fear I must 
fall back on some very old saws 
My receipt for prosperity, in suc] 
a concern as mine, is at the dis 
posal of all. Here it is: ** Work 
hard, deal honestly, be enterpris 
ing, exercise careful judgment, 
advertise freely but judiciously.” 
Though he who drives fat oxen 
need not himself be fat, a captain 
of industry must live up to his 
name—must himself be industri 
That is my belief and it has 


cus. 

been my pri actice all my life. Be 
ginning work at an early age, | 
left Glasgow for New York, in 


the hope of finding shorter aven 


ues to fortune than the old coun 
trv afforded. I got experience, at 
any rate—in New York City, on 
a South Carolina plantation, and 


elsewhere. I got a little purse to 
gether, too—enough to take m« 
back to Glasgow and my parents 
» better whose position was then 
le mainspring of my effort and 
ambition. “ Never despair; keep 
pushing on,” was my motto dur 
ing all that time of struggle. No 
have been sweeter to 
me than those early ones which 
mv parents shared with me.—JSir 
Thomas Lipton, Saturday Even 
ing Post, August 31. 
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PRINTERS’ INK. 


THE BEST CLASS OR TRADE 
PAP ER. 





* TLARDWARI Deanne’ MAGAZINE 
New York, Aug. 28, 1901. 
Editor of Printers’ INK: 
Irn order that you may have all the 
information possible with reference to 


awarding of the Silver Sugar Bowl 
the best class paper, we inclose here- 
with certain printed matter with refer- 
ence to the Hardware Dealers’ Maga- 
Yours very truly, 
Dp. T 


the 


me, 


MALLETT. 


Ware Bros., Publishers, 

‘Tue CARRIAGE MONTHLY,” 

PHILADELPHIA, Aug. 29, I901. 
Editor of PRINTERS’ INK: 

In your issue of August 21, 1901, 
we note that 7he Carriage Monthly has 
been classed in the second of the lists 
given in the Sixth Sugar Bowl compe- 
tition. Now, as we have not had an 
opportunity to speak for ourselves in 
this competition, will you kindiy give 
publicity to this statement which may 


be designated as “official” 
We will not consider the past record 


of the Monthiy—a record of  thirty- 
seven years of service in the interests 
of the vehicle trade—but rather the 
Vonthly of the preset 

For the special benefit of each de- 
partment of the trade, we are treating, 
in each issue, some special subject 
tres men g it in such a manner as to bring 
a flood of congratulatory letters from 
the leading carriage men. 

Our June issue was the most exten- 
sive review of wheels and rubber tires 


ever published. 

Our July issue was a magnificent pro- 

duction of new styles in vehicles, con- 
taining seventy cuis from drawing 
made by our own designers, the edition 
being the most expensive ever given to 
the trade, as well as an entirely new 
departure. 
‘his was followed in August by a 
issue, giving fourteen pages to 
treatment of axles, shackles, 
springs and gears. 

The Carriage Mc onthiy 
and is maintaining a special 
department which places at 
of its patrons the services of 








has established 
advertising 
the disposal 
f experts in 











preparing their advertising copy. 
perusal of the designed advertising 
pages will give an idea of the increas 
value and scope of this service. 
Believing that Printers’ INK, to 
whose value to us and the world of 
publicity at large we take pleasure in 
attesting, will give us the fairest kind 
f a fair deal, we remain with best 
wishes, Yours truly, 
Ware Bros. 
Per F. E. P. 
Publishers The Carriage Monthly, The 
Export Carriag onthly, The Car- 
riage Monthly Daily. 


The publishers of the Carriage 
Vonthly say they had not an op- 
portunity to speak for themselves. 
‘he opportunity to speak is still 
open to publishers and other 
champions of a trade or class pa- 
per—but publishers *must remem 
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ber that the claims for their pa 
pers must present points of excel 
lence above those four papers 
which are at present under con 
sideration. 

It is not thought, for instance, 
that the Hardware Dealers’ Maga- 
sine, although a first-class paper 
in its field, is a better paper than 





the Jron Age. The publications 
at present under consideration in 
connection with the silver sugar 
bowl are: 

Inland Printer, Chicago. 

National Druggist, St. Louis. 

Iron Age, New York. 

Machinery, New York 

1 litte 

AMERICAN EXPORTS TO CHINA. 


Exports to China are beginning to re- 
sume their normal proportions. The 
July figures of the Treasury Bureau of 
show the total exports to 
from the $ 


Statistics 
China 


United States as $2,- 








, against $1,349,697 in July, 

) in the seven months ending with 
July, 1901, the total exports to China 
are $09,703,787, against $9,100,321 in 
the corresponding seven months of the 
preceding fiscal year. ‘Taking the ex 
ports to the British and Russian pos 


the total for the 
is $10,090,816, as against 
the corresponding period 


sessions in China also, 
seven months 
$9,294,930 in 





















of last year. Our exports to China in 
July, 1901, are larger than in any pre- 
ceding July, a fact which seems to in- 
dicate that the commercial relations 
with China are not likely to permanent 
lv suffer as a result of the events of 
the nast year. 
rhe following table shows the ex 
ports of the principal articles to China 
from the United States in July, 1901, 
compared with those of July, 1900: 
Month of July. 
iriicles 1900, 1Q0I. 
Cotton cloths.. $1,709,605 
Mineral oil, ref.... 
Tobacco, mfd.... 
Lumber 
ee 
Cotton mfs, ex 
Wheat flour........ 
Fruit and nuts.... 
Books, maps, etc.... 
Saws and tools..... 
Sewing machines. 
Clocks and watches. 
Scientific inst’ments 
OS eee 
Cheese 
Furniture 
Canned beef 
Bacon 
fo 
lypewriters 
- 7 
THREE COLOR PROCESS. 
The Grand Rapids, Mich., Furniture 
Record itains in its August issue 
cuts of furniture in the three-color pro 
cess, the cuts being made direct from 
furniture. It is asserted that this 
paper utilized the three-color process 
to illustrate new styles of furniture 


ahead of any other trade paper. 
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PREACHING PR: ACTICED. 


We do not consider it any great 
news in dilating on William R. 
Hearst as one who not only seeks 
advertising, but does a little of it 
himself. He is not one who enters 
inte an agreement not to spend 
money to advertise his papers. No 
institution in a better position 
to advertise than a newspaper and 
Mr. Hearst makes the most of it. 
3illboards are perhaps the most 
conspicuous means of publicity 
and these always bear a plentiful 
supply of Hearst posters. Hearst 
at least practices what he preach- 
es. He is thoroughly consistent 
in the eyes of his patrons. If ad- 
vertising is good for one it ought 
to be good for another. The for- 
tune back of the Hearst proper- 
ties cannot be projected into the 


1s 


matter as the reason for all this. 
It is simply and purely a question 
of business. If the advertising 


did not bring resuits it would be 


abandoned. It has not been aban- 
doned and will not be, hence it 
must be profitable. The newspa- 


per has come to be a tremendous 
factor in civilization. Its influ- 
ence can scarce be estimated. And 
the one thing that makes the 
newspaper possible to-day the 
support accorded by advertisers. 
Withdraw the advertisements and 
the paper must suspend. It is 
well that we have a few Hearsts 
in the field. But we harbor no 
fears. After a while other papers 
will fall in line and perhaps try 
to out-Hearst Hearst. We are 
sure that day cannot be far dis 
tant, nor can it come any too soon, 

When other publishers 
come to a full realization of what 
Mr. Hearst is accomplishing—and 
that they have not already re- 
markable—there will in all proba- 


1s 


once 


1S 


bility be a breaking away from 
the old and fallacious tradition 
that they can prosper as_ fully 
without self-advertisement. The 


papers simply do not practice what 
they so vehemently preach. It 
the veriest inconsistency. The 
comparatively new Chicago Amer- 
ican could hardly have attained its 
present position without the pub- 
licity which has been bestowed 
upon it from the start. And the 


1s 
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INK. 


more it expands the more it is a‘ 


is the same with 
York Journal. Ti 


vertised. It 
Hearst's New 


largest circulation in the count: 
is claimed for this paper, and tl 
claim is not disputed. Yet it 


and heavily. 
William Rk 


advertised constantly 


None 


can charge 
Hearst with insincerity. He hol 
up his publications as the best ad 


vertising mediums and the best 1: 
other particulars. “This don 

) persistently that the convictiot 
is instilled into many a reader in 
a manner which would never hav: 
been brought about otherwise. As 


is 


long as the Hearst publication 
endure their exploitation in the 
most effective manner may be 


looked for. It is pretty safe to as 
sume that if the right to advertis 
his papers had been denied him, 
Mr. Hearst would never have 
brought them into being. Adver 
tising knows no. discrimination 
and no paper can advance a sound 
argument in support o. the theory 
that advertising ever unneces 
sary. Nor do they believe it them 
selves. It is not ignorance of the 
value of publicity when these pa 
pers band together and agree not 
to advertise. They contend that 
money is saved thereby. Of course 
it is; when you do not spend mon 
ey you naturally save it. But by 
spending it rightly it is sometimes 


is 


possible to induce very profitable 
returns. That is the prime object 
of all advertising. Mr. Hearst 
has not been the first big adver 
tiser. He is a young man to-day 
Put no man has been more ear 
nest, more conspicuous as an ad 
vertiser. That, after all, is the 
secret of his success, and the ker 
nel of that secret lies in the fact 
that the paper which advertises 


itself has ever been the one known 
to bring the best results to those 
advertising in its columns.—d4d 
vertising Experience. 
ADVERTISING IS 
Advertising 


ESSENTIAL. 

constantly creating 
new industries. PRINTERS’ INK main 
tains that without newspaper advertis 
ing the new products of inventive gen 
ius would rl cts get themselves accepted 
and would never yield fortunes to their 
promoters. Since newspaper publicity 
can create a demand for a new product 
it is obvious that it can also increase 
the demand for established articles. 


Philadelphia Record, 








PRINTERS’ 


THE ee PENNY 
PAPER. 


The most important matter dis- 
cussed at the National Association 
of Newsdealers, held in New 
York, came up in connection with 


a resolution requesting the pub- 
lishers of New York one-cent 
morning newspapers to raise the 
price to two cents. The ground 


given was that it was unprofitable 
to handle them at the present price. 

No fault can be found with the 
newsdealers for wishing to have 
the price of this class of news- 
papers raised, but it is not at all 
likely that the publishers will give 
the matter any very serious con- 
sideration. The publishers no 
doubt would be most willing to 
get two cents instead of one for 
their papers, but to raise the price 
would mean a greatly reduced cir- 
culation and this is not to be 
thought of. 

The penny morning newspaper 
is the result of conditions for 
which publishers are not respon- 


sible. The public demanded it 
and it came. There is little doubt 
but that thousands of persons 


would read no morning paper at 
all if they were called upon to pa. 
two cents instead of one. As it 
is, a great majority of penny 
newspaper readers not only buy a 
paper in the morning but in the 
evening as well. 


It seems, therefore, that the 
newsdealers have made unneces- 
sary trouble for themselves. The 
penny morning newspapers are 
published because there is a de- 
mand for them, and so long as 
this demand exists the presses 


will turn them out. 
It is a purely business proposi- 


tion with the publishers. If the 
newsdealers would change _ the 
conditions they must first con- 


vince the reading public that they 
should pay two cents for their 
morning newspapers instead of 
one, in which event they will have 
the hearty co-cperation of the 
publishers.—Fourth Estate. 


- ~<, 
MATTER OF BEDS. 

One newspaper in one city is as a 
rule very poor advertising. It is better 
to have one bed with sufficient covering 


THE 


than to have haif a dozen beds and 
shiver first in one and then in another 
under only one sheet.--Our IMWedge. 
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ADVERTISERS’ DAY PAN- 
AMERICAN. 

Profitable Adz 
the Pan-American 


AT 


ertising suggests that 
ofhcials designate a 
certain day to be set apart for adver- 
tisers. This is a wise suggestion and 
one that should be acted upon at once. 
To the best of our knowledge all trades 
and professions save the hod carriers, 
funeral directors and advertisers have 
been presented with “‘days’” by the good, 
kind commissioners. Now, why not the 
advertisers? It is just possible that 
upon that auspicious day the “‘pusa” 
would have the whole Exposition to 
themselves, but “‘what odds?’ Picture 
to yourself the presiding genius of the 
Boyce papers posting rate-cards all over 
the fine arts building. Ponder o’er the 
wondrous possibilities connected with 
the electric tower. In fancy we can 
see “less than half a cent a line” in an 
arch of light upon its summit, and even 
over and above that the ‘“Delimeator 
and Designer’ blaze forth in glory. 
And then. the advertising manager of 
the special lines. With what joy would 
the genial Kramer throw great streams 
of mudlavia over the tinted buildings, 
while showers of Uneeda Biscuit and 
Sapolio fell upon the devoted Rainbow 
City, and as the immortal Bates ap- 
peared in a lovely pink satin R. & G. 
corset what shouts of praise and ac- 
claim would shatter the blue dome of 
heaven and bulge in the walls of the 
United States Building, and—but why 
romance? Let us have our Advertisers’ 
Day, and let us have it quickly.—<Ad- 
Sense, Chicago, Ill 
aie 
FISHY. 

‘That advertisement of yours was a 
fake,” protested the disgusted guest. 

‘How so?’’ demanded the proprietor 
of the mountain hotel. 

“Well, it said ‘trout are 
caught here,’ and I haven't 
one who has caught a single one. 
“Well, then, they are still ‘to be 
caught,’ aren't they?’’—Catholic Stand- 
and Times. 
STEREOTYPED ADVERTISING 

PH SES 


RASES. 





always to be 


seen any 


ard 





‘A COLOR THAT WEARS.” 








PRINTE 
MANA- 


ADVERTISING 
GER. 


THE 


advertising manager 
indeed! ‘Trials with 
Obliged to ob- 
patience, while 
pours its 
Striving to 
new ideas in 
world full of 


the 
Yes, 
without. 
serve a Job-like 
the visiting delegation 
stream into the office. 
produce or perfect 
advertising, in a 
chestnuts, with a memory taxed 
to the utmost to avoid using ma- 
terial which has appeared perhaps 
ten or fifteen years before. Forced 
to be always on the alert, with 
mind and pencil sharpened to de- 
fend him against the shrewd figur- 
ing of men who can rival the al 
gebraists of life insurance. Harder 
still to bear the idle criticisms of 
those who understand but slightly 
either the production or the prob- 
able result of his advertising 
plans; and, hardest of all, to con- 
trol his spirit, to keep it from too 
great exaltation, and yet to nour- 
ish it with sufficient enthusiasm. 
* * K 


Has 
trials? 
in and 


As prone to error as the sparks 
fly upward, the advertising man 
ager too often begins by thinking 
that he is artist and author rather 
than editor. Passing on this road 
he soon loses proper perspect ive 
of his own work; and imagines 
that what he has produced excels 
that of the Shakespeares or Mil- 
tons of the past. If success comes 
to the business with which he is 
connected he is then too apt to at- 
tribute that entirely to 
himself, forgetful of the old fable 
of the different parts of the body 


success 


quarreling as to their respective 
importance. 
Fs + * 


countless varieties of 
and they are 


There are 
advertising managers, 


mainly graded by the. salaries 
which they draw. The young man 
who has just arrived $1,500 a 
year generally magnifies the posi 
tion and thinks more of his own 
relation to the advertising world 
than does the man who through 
trial and tribulation has climbed 
up to ten times that aiiee. The 
way in which the junior plasters 
the entire letter sheet with “‘ad- 
vertising manager.” scorning the 


as uUnwor- 


abbreviation adv. 


mgr. 





RS’ 
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thy of so important a post, is but 
a pen picture of the conditions 
Some advertising managers con 


duct the main part of the busine 


others imagine that they con 


some 
duct the advertising, which is lim 
ited by some one above them in 


authority, and then placed through 
some advertising agency. 
* 1K * 


- advertising manageme: 
should be placed in the hands of 


one man who should be comp 
tent to do it without interferen 
or even suggestion, other than 
such suggestions as he seeks in 
the outside field. If the man is 


not competent to do this, the man 
ufacturer makes a mistake in put 
ting him in charge. The nearer 
he is in touch with all the work 
of the business the better, and the 
greatest successes have come 
where the advertising manager 
was practically the manager of th 

general business. This theory has, 
however, often put fools on horse- 
back and they have not long kept 
their saddles. 

* x * 

The advertising manager is hu 
man. He will have friends and 
enemies: he can be flattered and 
made angry; guard himself as he 
will, some touch of personal feel 
ing will prevent him from dealing 
with one and tempt him to prefer 
another. If he is taught to be 
afraid of his employers he will | 
a flat failure, he will sup 
press facts, twist knots in his cor 
respondence, start bravely on 
new campaign and abandon it 
through fear, not of the outside, 
but of the inside criticisms. 

* * * 


} 


because 


f 
I 


As a writer. The greatest lati 
tuue has entered this aspect of his 
work. Force has been so magni 
fied that coarse abruptness has 
passed muster as talent, and grace 
ful turns of weak composition have 
pleased the employer without ac 
tually adding to his profits, But 
this question of style is too intri 

ate to follow, and common sense 


ae suggests that advertising 
writers should not go to extremes 
in condensation, in description, in 


fancifulness or in statement. 
* : + 


A simple man, of an industrious 

















PRINTERS’ INK. 31 


purposeful habit, honest enough 
to travel the straight track, edu 
cated enough to use good lan- 


guage, cautious enough to avoid 
flattery and the countless pitfalls 
f commerce—a man possessed of 


a few elementary virtues—can, if 
he manages its Pare make 
a business pay. 

* * * 


His pay! This is too generally 
understood to be enormous. In 
fact, it generally runs from fifteen 
hundred to three thousand dollars 
—exceptionally to five, very rarely 
above ten and is then generally 
combined with wide business man- 
agement. The glamor regarding 
advertising pay has led hundreds 
of ambitious people astray, and 
made possible the establishment of 
schools of f advertising, which, in- 
deed, succeed in securing 
pay for their ‘Faculties,” 
the scholars get places or not. 

* * * 


) 


What does the advertising man- 
ager require as an equipment for 
his worl Character—for it will 


be tried every day. Im: iination— 
but with a curb, which is known 
as “horse sense.” W ide sympa- 
thies, wide reading, wide knowl- 
edge of men, races, of religions, 


of 
of politics, for one thousand and 


one prejudices call “don’t,” and he 
must know when to be carefully 
silent. In short, he should have 
a strong but ende ‘r touch with all 
things—a woman's bee + -a man’s 
courage—a ild’s h.—Artemas 


Ward, 


in Mates, 
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WHAT SOME PUBLISHERS ASSERT. 


‘1 said in my haste all men are liars.” —Psalm cxvt., U1. 


The paragraphs in this department are inserted without any charge or 
payment. A publisher who has a good story is invited to tell it as tersely as 
he can, setting up the most substantial claim he habitually uses to influence 
advertisers. Although a publisher need not necessarily refer to any paper but 
his own, there will be no objections to comparisons. What the publisher 
sends is published as coming FROM HIM. It is his privilege to praise his own 
paper all he likes, for what is wanted is whet can be said in its favor. What 
he does say, however, ought to be true—adsolutely. 


LABAMA 

Mobile ( Mla, ) Herald (1).—The 
Daily Herald is the biggest, brightest, 
best afternoon paper in Southern Ala- 
bama. Oldest afternoon paper in the 
State. Only paper in the South issuing 
a colored comic edition on Sunday 

Montgomery (Ala.) Alabama Baptist 
(1).—Some reasons why an advertise- 
ment in the Alabama Baptist will pay 
you: sst—-It reaches more than six 
thousand Saptist homes each week, and 
is read by 25,000 or 30,000 people. 2d— 
Its circulation has doubled during the 
last five years, and is still growing. 
3d—It is the organ of the Baptist de- 
nomination in Alabama, is indorsed by 
the Baptist State Convention, and_cir- 
culates in every nook and corner of the 
State. 4th—The religious paper has a 
standing and influence with its readers 
second to no other, and gives a stand- 
ing to the advertiser which cannot be 
secured in other mediums. 5th—Con- 
sidering its circulation its rates are lib- 
eral. 6th—Its publisher will make affi- 
davit to the fact that its circulation is 
what he claims it to be, and the books 
are open to inspection. 7th—Those who 
have given it a fair trial as an advertis- 
ing medium are pleased with the results 
and give it their indorsement. 

ARKANSAS. 

Batesville (Ark.) Guard (1).—The 
Guard was established in 1877, and has 
been published continuously since. It 
is the oldest, the best circulated and the 
best read newspaper in Central North 
Arkansas. It is printed and edited all at 


home It offers advantages to adver- 
tisers not to be had in Central North 
Arkansas outside of its columns. Bates- 


ville, its home, has over 2,800 popula- 
tion; it is the lower terminus of naviga 
tion for the Upper White River, on 
which the government is constructing a 
magnificent series of locks and dams, 
to be completed to the famous zinc re- 
gions above here, and is the seat of a 
large and diversified trade 

Little Rock (Ark.) Arkansas Demo- 
crat (2).—The Democrat has the_in- 
dorsement of the Federation of Wom 
en’s Clubs, and is conducting a special 
feature in its Saturday daily and Sun- 
day twice-a-week issues for the benefit 
of the members of the Federation of 
Women’s Clubs, over 2,500 in number 





. EXPLANATION. 

(1) From printed matter emanating from 
the office of the paper and used in connec- 
tion with its correspondence. 

(2) Extract from a letter or postal card. 

(3) Extract from the columns of the paper 
appearing either as advertising or reading 
matter. 

(4) By word of mouth by a representative 
of the paper. 





and residing in all of the principal 
towns of the State. This and other 
progressive features-—guessing contests 
-—coupled with an enterprising corps of 
solicitors, is the cause of the rise in 
the circulation of the Democrat. 

Little Rock (Ark.) Arkansas Gazette 
(1).—The Arkansas Gazette is Arkan 
sas’ advertising medium. Advertisers 
who desire to use representative “want” 
mediums can reach the people of <Ar- 
kansas through this, the State’s leading 
newspaper. 

Little Rock (Ark.) Arkansas Home 
Seeker (2).—The Home-Seeker has in 
a large sense departed from its original 
sphere as a real estate and immigration 
organ, taking up the position of a gen- 
eral agricultural paper, in which line it 
will in the future give special attention, 
at the same time doing all it can for 
the upbuilding of the State through im- 
migration. 

CALIFORNIA, 

Eureka (Cal.) Times (1).—We are 
satisfied that we can show our patrons 
a steady, gradual growth, indicating a 
growth that has come to stay. Hum- 
boldt County has a population of some- 
thing over 27,000 people. There are 
large woods and mill camps employing 
in each several hundred men. A _ few 
papers suffice to give the entire camy 
news, so that while the actual number 
of subscribers in these places is not 
large, the readers are many. A careful 
calculation shows that the Times is 
tread to-day by over two-thirds of the 
people of this county. 

Los Angeles (Cal.) Capital (1).—Is 
the leading society and literary journal 
on the Pacific coast. It is read each 
week by more wealthy and influential 
people than any other similar publica- 
tion in its extensive field. Quality is 
the one essential feature of this paper. 
It is now generally recognized as the 
brightest, neatest and cleanest journal 
in all Los Angeles. Its excellent cir- 
culation makes it a very select medium 
for high-grade advertising. 

Los Angeles (Cal.) Evening Express 
(2).—The Fxrpress is the oldest evening 
paper in Los Angeles County; has the 
full Associated Press report; is strictly 
a home paper and has a daily circulation 
of over 10,000 copies. It reaches the 
reader at a time when every member 
of the family has the leisure to read 
the advertisements as well as the news. 
Los Angeles and surrounding country 
is rapidly growing, as evidenced by. the 
last census, and the Express is strictly 
up to date. 

San Francisco (Cal.) Evening Post 
(1).—-The Evening Post, established 31 
years, is the evening paper of the West, 
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covering the Pecific Coast. Fourteen ment is ever before the eyes of the 
pages and Saturday magazine—4o cents readers. 
per month. Want ads are popular and IOWA. 
bring big results—one cent a word. Des Moines (la.) Farmers’ Tribune 

DISTRICT OF COLUMBIA (1)..-** No better field than lowa, no 
shington (D. C.) Postmasters’ Ad- better medium than the Tribune.” lowa 
vocate (1).—Every nook and corner in is to-day the land of golden plenty. 
the United States is reached by the Her tarmers and their families are 
Postmasters’ Advocate. All ot the good happy and prospervus. And they read 
features, and none of the faults of the the Farmers’ Tribune. Not all of them, 
gricultural paper and magazine. ls but a sufficient number to cover the 
the official organ of 71,000 postmasters State most effectively. Advertisers tes- 
of the United States. tify that the Tribute pays. Its rates 
ILLINOIS. are right, and its circulation positive 
Chicago (Ill.) Amertcan Bee Journal Des Moines (la.) Waillaces’ Farmer 
(1).—There is no class of people in all (1) aid circulation, plenty of it, 
the world who represent more solid among the very brightest, up-to-date 
sense, honesty and thrift than the bee- farmers is what the advertiser gets who 
keepers of America. Their representa buys space in Waliaces’ Farmer. That's 
tive organ is the American Bee Journal. why it 1s given preference by advertis- 
t's a weekly paper, every copy of ers who wish to reach the progressive, 
which goes to people with money, and reading, thinking tarmer. It is read 
they patronize American Bee Journal every week im the year, and its readers 
advertisers. Try it 1t once for yourselt. depend upon and have confidence in its 
Chicago (Ill.) National Rural (1). teachings. This confidence extends to 
For many years the ieading agricultural its advertisers and that’s one reason 
paper in the Mhssissipp: Valley. has, why it pays. There are others, but if 
under new management. taken on new you have advertising to place, all we 
lite and 1s a better paper for its read- 2@sk is that you take Wallaces’ Farmer 
ers and an immeasurably better paper and compare it in practical matter con 
for 1ts advertisers than ever before. It tained, class of advertising carried and 
brings results general typographical appearance with 
Chicago (I11.) Nichols Monthiy (1). other lke papers. 
America’s favorite tamily paper. A KENTUCKY 
household magazine containing bright, Lguisville (Ky.) News The 
clean stories and useful information tor Louisville News is the only one-cent 
every member of the family. Over paper (afternoon) in Kentucky. Only 
350,000 paid in advance subscribers, paper in Louisville that dares to print 
and the use of the very best names ob- its circulation figures Classified ad 
tainable has made Nichols’ Monthly one vertising, one cent per word, each in 
of the best advertising mediums of its sertion. 
class published. Almost the entire sub MAINE. 
scription list has been received within Augusta (Me Kennebec Journal 
the last six months, and every sub. (1).—The Kennebec Journal is the offi- 
scription comes from a home that buys cial State paper. very morning ex 
a portion of its supplies through the cept Sunday. irculation exceeds 4,400 
mails The balance of the circulation daily 
goes to the best names obtainable It Bangor (Me.) News (1).—The Ban- 
ic with pardonable pride that we boast gor Daily News has a greater circula 
of the number of advertisers that Nich- tion than any other daily paper in the 
s’ Month!y has carried during all the State. Exclusive field in Northern and 
immer months, holding nearly all the Eastern Maine 
old advertisers and gaining a_ great Portland (Me.) Welcome Guest (1). 
many new advertisers, which is a re During ali the years of its life the 
irkable showing for the summer IJlelcome Guest has done little bragging 
months but kept moving along toward the tront 
( ‘hicago (1ll.) Zgoda (1).—Our pub- rank of its class, always striving to give 
ition is the best medium to advertise advertisers a little more for their mon 
among the Polish people in Chicago and ev than was expected. From a circu- 
ll parts of the United States The lation of less than 25,000, no plant of 
weekly paper Zgoda appears every Our own and only a_ small desk room, 
Thursday and is the official organ of we have grown until we now require 
the Polish National Alliance of the over three floors in one of Portland’s 
United States of North America, hav- largest office buildings to accommodate 
ing a membership of over 30,000, viz yur plant and offices, and after October 
7,000 male members and 13,000 female 1 we guarantee a circulation of over 


is constantly in- 
creasing. Every member is obliged to 
keep the paper. Besides we have over 
5,000 subscribers not members of our 
organization. We therefore print over 
35,000 copies of the Zgoda. In Chicago 
alone we have over 12,000 subscribers 
We have more readers than all the other 


embers. This number 








Polish papers combined The Zgoda 
iS a very interesting weekly publication 

1 is of more benefit to advertisers 
han a daily paper We have a sepa 
rate issue for the women. and the ad 
vertising is inserted alternately one 
week in the publication for the men 
and the other week in the publication 





for women. In this way the advertise 


400,000. We shall continue to 
in the right direction and firmly 


progress 
believe 


the Welcome Guest to be as fine an ad 
vertising medium as any advertiser can 
find and much cheaper than most of 
them Advertising rate, $1.25 per line 
gross, based upon a guaranteed circu 
lation of over 400,000, which will be 
proven, or no bills need be paid. This 
rate will be advanced within a short 
time and all advertisers should make 
yearly contracts now 
MARYLAND 

Baltimore (Md.) Herald (1).—The 
Baltimore morning and Sunday Herald 
are indispensable advertising mediums 


for the Southern field. 








DISCOVERED. 

> journal for news- 
paper publishers, is about entering into 
an investigation of the merits and de 
merits of the American Newspaper Di 
rectory The ne publisher who 
has a grievance may report his case to 
Vewspaperdom id it will investi 
gated. The edi t rot perdom 
seeks to make the acquaintance of 
paper men who have grievances against 
the Directory.— PRINTERS’ INK, August 
28, 1901. 

The proposal of Newspaperdom to 
make careful inquiry into the causes 
under the hatred so many newspaper 
publishers feel toward the newspaper 
directory not been productive, thus 
far, of anything w aleline, It is 


NO CASE 





Spaperdom, a 


wspaper 





news- 


has 





rth 














possible the men ho have been most 
virulent in denunciation, and whose 
voices have been loudest in shrieking 
“Fraud!” have not noticed the editorial 
this journal printed two weeks ago. No 
other reason can readily be assigned 
for their failure to take advantage of 
the chance to have their cases examined 
by an impartial and disinterested judge 

Perhaps this reminder will make them 
look up the editorial re aianeal to; and 
until they do, and act thereon, the mat 
ter must rest. iperdom, August 





29, 1901. 

George P. 
Newspaper Dir 
plaints and 


Rowell & Co.’s American 
t y survived ‘com- 
for thirty 

















three years, and seems to be hale and 
hearty. Probably no work of reference 
in the United States has been more sav 
agely attacked nor more ardently de 
iended. Not content with lestioning 
Ir. Rowell’s rating, some of his critics 
have impugned his motives and have 


introduced into numerous controversies 





































an element of personal bitterness as de 
plorable it is profitless. The Rowell 
hook gives many details beside mere 
names and circulations Ir. Rowell 
insists that circulation expressed by 
the number of complete copies printed 
What is done with the printed copies 
has a bearing only in fixing the val 

- of the circulation.’ The 
A rttisey Jugust 28, 1901 

+> 
HIS RECOLLECTIONS. 

I aber that when Cleveland 
was ited the second time, one 
of garette manufacturers placed 
a magnificent carriage in the proces- 
sion. In the vehicle was a_ handsome 
woman, who bore aloft the sign of the 
cigarette the manufacturer made. The 
carriage was me best in the procession, 
and the horses, of them, were the 
finest that could a had in all the capi- 
tal. If Cleveland had stopped a_mo- 
ment on his way, I should not have 
been surprised if they had pinned a 
tin advertising on his back. They 
tried to run advertising wagon, 
woman and all, out of the procession, 
and the police succeeded in doing it to 
the extent of getting it out of line, but 
it drove into the procession furthe: 
along; and when driven’ from_ that 
place, it appeared in the procession at 
another point. Then the constabulary 
of the capital of the country gave up 
the job, and the wgman rode the trip 
out, smiling over her victory as she 


(Tex.) News. 


went along.—Galveston 
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MODERN NEWSPAPERS. 


The growth of the modern newspaper 
has been so phenomenal that it has been 





dificult for the older class of readers, 
used to models of another day, to keep 
up with it or to banish impressions and 
prejudices acquired in earlier life, says 
the Houston Post. In a former period 
the real “news’’ paper was wanting. It 
vas then the personality of the e dit 
that dominated the tone and style of 
the publication. There was an indiv 
uality about journalism that is lackir 
now. To-day the busy world want 
facts and hurried comments. 

There never was a more superficial 
view taken of any important field 
labor, or falser deductions drawn, than 
to say that because new methods cor 
trol in journalism the influence of tl 
press has been weakened. We might 
as well say that the influence of trade 

commerce upon the masses _ has 
woned because the universal individ- 
lism of some years ago has given 
way to the great co-operative move 
nents and processes of the present. 

Journalism has, indeed, changed in 
the past two decades, especially in the 
past decade—changed as rapidly as any 
other great force or agent of progress 





The facilities for making 
been so multiplied and im- 
see now more elaborate 
larger use of capital 
greater subdivis 
consequent 
last, but 
corporate 


has changed. 
papers have 
proved that we 
establishments, 
back the paper, a 
ion of labor, more system 
upon this very expansion, and 
not least, the substitution of 











for dividual proprietorship, of collec 
tive force for individual opinion. 

The great paper of to-day no longer 
depends on the individuality or repu 


tation or personal influence of any one 


man. The development of modern lifé 
and progress has introduced new forces 
in the newspaper offices just as in the 
industrial and commercial world. 
Newspaper Maker 
antinamaiiits — 
REAL estate advertising contains more 
: ‘ration and misrepresentation per 
ine of space than is to be found 
other line of business advertis 


patent 


medicines. 
the 


New York 


exce peng. 
Alvord, before 


Cc lub. 
WANT 


Sphin r 


AD ILLUSTRATED. 





[ALL FURNISHED HOUSE 


THE COUNTRY,” 
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ONE MAN’S VIEWS. | 
Ready-made ———s has an allur- 
ing feature about it for many mer- 
chants—it a... no effort; a little 
money, that’s all—but it is the most 
unprofitable kind an advertiser can buy. 
What 1s good advertising for one man’s 
business is often worthless for  an- 
other’s. The ads to have that pulling 
power that leads to profit must be writ- 
ten from the standpoint of the busi- 
ness they are calculated to advertise 
an aimed directly at the people who 
available as possible customers. 
Usually the ready made ad starts out 
with a catch-line that is entirely irrela- 
tive. There is Be Bn to commend it 
other than it probably is “bright.” <A 
bright ad is not necessarily a business- 
bringer. It might draw attention if it 
is ‘very bright,” but its brightness will ; 
make a stronger impression on_ the 
mind than the business that is talked 
about in the lines that follow it. 
Trade, 


CLASS PAPERS. 


ADVERTISING. 


PRINTERS’ INK is a magazine devoted to the 
general subject of advertising. Its standing 
and influence is recognized throughout the en- 
tire country. Its unsolicited judgment upon ad 
vertising matters is of value to intelligent adver- 
tisers as being that of a recognized authority. 
Chicago (IU.) News. 

PRINTERS’ INK is devoted exclusively to adver- 
tising—and aims to teach good advertising 
methods—how to prepare good copy and the 

value of different mediums, by conducting wide 
open discussions on any topic interesting to ad 
vertisers. Every subject is treated from the ad 
vertiser’s standpoint Subscription price #5 a 
year. Advertising rates, classified 25 cents a line 
each time, display 50 cents a line uge $2, 
page $50, whole page $100 each time. Address 
!RINTERS’ INK, 10 Spruce St., New York. 


BOTTLING 


r you wish to reach the bottling trade «f this 
country, advertise in the AMERICAN CARBONA 
TOR AND BOTTLER, 67 Liberty St.. New York. Es 
tablished in 1881 


ARRANGED BY STATES. 


























Advertisements under this sa 50 cents a line} 
each time. By the year $26 ine. No display 
other than 2-line initial le tte r. Must be handed | 
in one week in advance. | 


ALABAMA. 


4 HE em semi-monthly ¢psges. Send tor 
rates. A. R. DAVISON, cits, aapevilie, Ain 
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YRACTICAL WEATHER. Published once a 
month. Publishes Dunne’s famous Forecasts 
of the Weather, the most accurate and reliable 
jong range forecasts ever appearing in print, 
basc d on terrestrial meteorological data, and on 
as sound scientific principles as those of our 
National Weather Bureau's, It also publishes 
interesting articles on the philosophy of the 
weather 
| RACTICAL WEATHER circulates in every State. 
aiso Canada and Mexico and our new possessions. 
it aiso goes to India, Australia,and nearly all the 
countries in Europe. It has some of the best in- 
teliigence of the world among its subscribers, 
representing almost every profession, trade and 
calling. It is truly cosmopolitan and an Al 
adv rtising medium for this and foreign coun 
tries. Rates for advertising furnished on — 
——. Address PRACTICAL WEATHER Pt 
JISHING CO., Montg aaa ry, Ala 


ILLINOIS. 


YHE JOUR — ef — SCIENCE OF OSTEO 
PATHY. M. aoe JOHN, President 
Medicine and Sur- 

Chie: ago, Ill 








Am. College 
gery, editor. 1 Warren Ave 


MAINE. 


YHE Kockland; Me.) DaiLy Star isa local daily 

It prints the local news while it is news. 

Advertisers get the best and quickest results 
from the daily paper 








rl ASSACHUSETTS. 


THE ‘Lowell, Mass., TELEGRAM is the on! only 

Sunday paper published in Middlesex _Coun- 
ty. It is delivered direct to the homes in Lowell 
and allthe surrounding towns on a day when 
people have time to read. It has more readers 
than any three other Lowell papers combined. It 
carries more home acvertising than any two 
other local papers because it pays advertisers 
best. Write for sample copy ; it will speak for it 
self New York office, 150 Nassau St. (S. 8. Vree- 
land, representative). Boston office, 12 Globe 
Bldg ‘Sohn lV. Ackers, representative). Home 
Office, 28 Merrimack St., Lowell, Mass. 


MISSISSIPPI. 


4 ge ~ South is booming as never before in its 
history. Why not ride in on the crest of 
the waves! You can’t enter Mississippi terri 
tory successfully (tbe mest prosperous section) 
without an ad in THE HERALD, Water Valley, 
Miss. All home print, largest circulation and 
stands first in the confidence of the he people. 


NORTH CAROLINA. 


& you want the best of their class in North Car- 
Olina, nut the Charlotte NEWS (daily) and 
TIMES-DEMOCRAT (semi-weekly) on your list 


OHIO. 


%O reach mail order buyers,try 'ENNY MONTH- 














LY ; lc. a line; cire’n 2.000; Youngstown, (), 
WISCONSIN. 
| 
| [JORGE COUNTY FARMFR, Beaver Dam, Wis 
| Stock raising and farming. Cire’n 1900, 1,416 





‘*Traced From M 


101, of that great 


Milwaukee, 

Attested by affidavit of circulation, 
mailing records at 

tisers using our paper. 

THE HEROLD CO., Pub 





Milwaukee Postoftice 
FAC-SIMILE PROOFS OF CIRCULATION and list of prominent adver- 
Please ask for them. 


ill to Postoffice. 


673 Copies per weck is the average circulation for January to June, 


GERMAN FARM JOURNAL 


The Acker und Gartenbau Zeitung 


Wisconsin. 


mill weight of paper consumed and 
We would like to send you 


lishers, Milwaukee, Wis. 
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CANADA. 


e “a ADV ERTISING 1s best done by THE 
E SBARATS ADVERTISING AGENCY, 





Montre: al. 


The Profe ssional Men of Canada 
are reached through the 


UNIVERSITY OF TORONTO MONTHLY 





Issued October to June inclusive. a 
The — last year (sw -_ was fiv P2. 
sand ies per month. UNIVE RMITY Oo 
TORONTO MONTHLY, University of Saceke, 
Toronto, Canada. 





Displayed Advertisements. 





59 cents a line; $100 a page; 25 per cent 
extra for specified position if granted. 
Must be handed in one week in advance. 


sé 
WHAT a APC EREee TO 
WICGLESWORTH,” 
book of humorous sketches, just publishe a 
dl Dickerman & Son, Boston, is by 
Fuller, editor of Rockland (Me.) Courier. Ges cae 
Will be on sale everywhere, read by e very body. 


We await your inquiries 
at d Pinel est St. sriee St., 
j LONDON. 














INK. 








British iN. road Agents. 

—_—— 
— ee eee 
The Frost (Minn.) Record 
isa country weekly that is held in high esteem by 
its readers, who are a thrifty and prosperous 
class of people. It is a good advertising medium 
to reach the country population who are settled 
in this part of the United States noted for its 
famous wheat fields. 




















REPANS 


Ripans Tabules are 
the best medicine for 
family use. | always 
find them a great re- 
lief for sour stomach, 
headache or heart- 
burn. 


One Gives Relief. 


At druggists. 
Ten for 5 cents. 











—EVERY SATURDAY 


SPORT ING| 
=~ “LIFE Heres, 


oe = Trap Shooting 
e*> General Sports 


For Years the AcKnowledgeda Authority 
dvertising Rate, i5cents aline 


Sporting Life Publishing Co. Philadeipnia, Pa. 




















he Patriot 


HARRISBURG, PA., 


is a paper that goes into the homes. It does not 
acquire a large circulation through street sales. 


Thousands of its subscribers do not take any 
other newspapers. Do you realize their pur- 
chasing power? Do you want their patronage? 
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Should mest egg wish to pe 


POULTRY FAKMER, 
© farmer whe raises 
poultry you will fin 


FARM 


foultey the correct medium. 
thas by its teachings made 
&@ poultryman out of the 
ordinary farmer. 








Small ads 
in the 
FARM JOURNAL 
bring 


large returns. 























1890 1901 
Thirty Different Church Magazines 


published for thirty leading Churches of dif- 
ferent denominations in Philadelphia, New 
York, Washington, Boston, Buffalo. 


A me tt ag yk MAGAZINE PRINTED 
EACH DAY OF THE MONTH 

fora different Church—the 30 in 30 days. 

AN EYCELLENT ADVERTISING MEDIUM 
for the general advertiser. Used and indorsed 
by the best firms. Carry the following ads: 
Pears’ Soap, Ivory Soap, Baker’s Chocolate, 
Van Houten’s Cocoa, Campbell's Soups, Hire’s 
Root-beer. Electro Bilicon, Knox's Gelatine, 
Uneeda Biscuit, Winslow’s Syrup, Oakville 
Co. and man ‘others, on annual ‘contracts, 
These journals pay such advertisers and will 
pay you. Send for specimen copies and rates to 
THE CHURCH PRESS ASSOCIATION 


No one can read the FARM 
JOURNAL without being struck by 
the small size of the advertise- 
ments. Ina recent issue, contain- 
ing 9,657 lines of advertising, there 
were 469 separate ads and only 
21 were over 4 inches. 

And yet these little ads in the 
FARM JOURNAL bring results to 
advertisers which call forth such 
letters as these: 

“We receive better returns from the FARM 
JoURNAL than from all other paper ay tnat = 
use, dollar a bong,” piaacmaa J.H. Aw 
Co., Bowdvinham, Me. 

“Your paper has given me better service 
than any other paper I ever — d in.” 
—JESSE BERRY, Pleasant Hill 

“You probably hear from os that your pa- 
per is absolutely the best on earth, not only 
as to the number of replies, but the bona 
fide character ot such replies.”—Rirr En- 
GinE Co., New York. 

“Your paper ‘ the only paper we have 
ever advertised in, with one or two excep- 
tions. We have had thousands of answers 
to the advertisements in the FaRM JOURNAL, 
and have sold quite a number of gang 
plows. It is remarkable from what parts 
we receive mail; from the very wilds of Can- 

ada; extreme ints Texas; and from 
Mexico and California,”—H. B. MuMINe & 
Co., Toledo, O., Mar. 14, 1901. 


This means that one inch in the Farm 
JourNnAL does the work of two or three 
inches in other papers. 

Why? Partly because the pages are 
small; partly because the advertising is 
limited; but mainly because Farm Jour- 
NAL readers know that every advertise- 
ment is guaranteed, and that it is absolute- 
ly safe to order by mail, 


Forms for November issue close 
October soth, unless all space is 
taken sooner. Circulation over 
500,000; rate $2.50 a line. 




















200 South 10th St., Philadelphia, Pa. 


Wilmer Atkinson Co., 
Publishers FARM JOURNAL, 


Philadelphia. 
fe 
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“The Evening Journal is the best paper in the 
he city.”’—Sta/ement of Fersey City Advertisers 
Had in 1900 an average circulation of 


: 
Gvening 15,106, since considerably increased,among 


the best purchasing public in Jersey City. 


Local and N, Y. City advertisers attest the 
ournal value of the Journal as an advertising 
medium by a large and liberal use of 

JERSEY CITY, N. its advertising columns. 











Youngstown,Ohio, Vindicator 


DAILY: SUNDAY: WEEKLY: 
10,000 10,000 9,600 


LEADING DAILY iN” NORTHEASTERN OHIO, 


fo tee Address 
LaCOSTE and MAXWELL, 38 Park Row, N. Y. 


Tel., 3293 Cortland. SPECIAL NEWSPAPER REPRESENTATIVES. 

















wy 


EVANSVILLE, INDIANA, 


JOURNAL-NEWS 


Only afternoon paper in Evansville. 
Sworn Circulation, - - 11,581 


Reaches fifty towns in Indiana, Illinois and Kentucky. 
Is an advertising medium you cannot afford to overlook. 
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Close To The Multitude 


of buyers is where your ad in 


THE JOLIET DAILY NEWS 


will place you. 

In the heart of the wealthiest farming district of Illinois 8,o00 
homes depend on this Independent Daily as their principal 
source of truthful information. 

Place your advertisements before them. For rates address 


H, E. BALDWIN, Advertising Manager. 
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BUSINESS MANAG EMENT. 


How to get the full value of advertising by rightly conducting the business, and how to 
make business more profitable by a judicious system of advertising. : 


By Chas. 


upon any subject 
ou sunnne 






that real estate 
offering houses 
and lots for sale would be much 
more effective if good _iilustra- 
tions of the houses were printed. 
Of course, if the houses are not 
attractive it will be better not to 
illustrate them. But the house 
that looks cosy, comfortable and 
homelike is much more likely to 
find a buyer, or at any rate to find 
one more quickly, if the well-writ- 
ten description is accompanied by 
a good illustration of it. These il- 
lustrations may be made by either 
a halftone or the line process. The 
halftone process is better if the 
cut is made on what is known as 
a coarse screen, and if the paper 
on which it is to be printed is of 
fair quality. Such a cut being 
made from a photograph repro- 
duces photographic effects and 
shows the subject better than in 
any other way if the paper, ink 
and presswork are right. A cut 
of this sort need not be expensive 
and can be used to advantage on 
an envelope slip to go out with 
your regular correspondence to 
possible buyers or to send to those 
who inquire about the particular 
house which the cut represents. 
Coated paper should be used for 
these envelope slips, producing a 
very pleasing effect. If the qual- 
ity of the paper used by the news- 
paper in which you advertise will 
not produce satisfactory results 
with a coarse screen halftone, a 
line cut, which can be made at 
small expense from a drawing, 
and which will show only the gen- 
eral outline of the house, may be 
used with very good effect. The 
halftone is preferable, however, 
where it can be used, because it 
can be used to better advantage in 


It seems to me 


advertisements 


Subscribers are poate to ask questions, submit plans for c rit icism, or to give their views 
t discussed in this department. s Ch: 


Fones. 


Addre . Jones, care PRINTERS’ INK. 









Ceccetceae Geaece 
circulars, on envelone slips, envel- 
opes, as well as in the paper. 
And right here the thought occurs 
to me that, choosing between two 
houses which are exactly alike and 
equally desirable, the house with 
its blinds open and with ordinary 
curtains at the windows will make 
the better impression and rent the 
sooner. There is a house here in 
New York which I have had oc- 
casion to pass almost every day 
for more than a year, and the 
greater part of that time it has 
borne a “To Rent” sign. All this 
time it has been closed up tightly 
giving it an almost dungeon-like 
appearance, though the caretaker, 
living in the basement, might eas- 
ily have opened the blinds every 
day and made it look more like a 
human habitation. As a matter 
of fact the house is not unprepos- 
sessing in appearance, but I have 
often thought, when passing it, 
that it must be a dismal place in 
which to live, and that I would 
never live in such a place unless 
absolutely obliged to. I glanced 
at. dt, usual, while passing a 
few days ago, and was astonished 
at the transformation which had 
been effected simply by opening 
the blinds. It looked like another 
place, and I was impressed that 
after all it might not be at all bad 
to live in. It presented an aspect 
of cheerfulness that seemed to in- 


es... 


as 


vite the home-seeker. I believe 
that a still more favorable im- 
pression would be made by the 
addition of curtains in the front 
windows. 
* + * 
Davis & Nye are unusually en- 


terprising for stationers and book- 


sellers. In addition to their regu- 
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lar newspaper advertising they 
send out every little while a neat 
four-page circular advertising 
some branch of their business, ap- 
pealing to the public in generai: 
and once a month they issue a 
small circular which they call the 
“Desk and Office,” on which are 
shown the very latest things in 
office supplies; and these are cir- 
culated among the business houses 
of their city. The little four-page 
semi-occasional circulars are neat- 
ly printed in plain pica roman, 
well leaded for easy reading, ex- 
cept the first and last pages, which 
bear special designs in addition to 
the type matter, some of which is 
printed in color. The cover de- 
sign is made up principally of a 
neat line drawing of their attrac- 
tive store front, the upper half of 
the page bearing a neatly designed 
special border. The two inside 
pages show clean line cuts of the 
goods offered, accompanied -by 
brief but interesting descriptions, 
and with few exceptions, prices. 

The back page is given up to book 
notes, and the late popular suc- 
cesses are catalogued thereon with 
their prices. The extreme neat- 
ness of these little circulars will 
appeal almost irresistibly to lov- 
ers of nice things in the book and 
stationery lines; and the title, “A 
pleasant place to trade and some 
things displayed there, ” is certain- 
ly inviting. I am told that a nice 
mail order trade has been built up 
through these circulars and [ am 
quite ready to believe it. The 
monthly circular issued to  busi- 
ness houses is less pretentious but 
probably quite as effective in pro- 
portion to its cost. It is printed 
on good paper, much heavier than 
is ordinarily used fcr circulars of 
this class, and bears a good hal f- 
tone picture of the store in the 
upper left-hand corner. Alongside 
this halftone is the title already 
quoted, the date, firm name and 


address. Following these are 
cuts of various office conveniences 
with descriptions and prices. It 


seems to me that after receiving a 
few of these circulars, the book 
keeper or office man, who is at- 
tracted by the advertisement of 
some new office help in his trade 
or business journal, will ascertain 
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whether the article is to be had 
Davis & Nye’s before sending h 
money away for it. I havé no 
authority for saying so, but I 
sume that this firm will not ol 
ject to sending samples of thes: 
circulars to those who are suffi 
ciently interested to make the re 
quest, accompanying it with a tw 
cent stamp. 

* * . 


Don’t get into the habit of put 
ting things off from day to day 
Don’t take the risk of forming 
such a habit by putting anything 
off if there is any possible way of 
doing it in its proper time. This 
habit has stood between many an 
otherwise good salesman and pro 
motion, and has kept many a busi 
ness man with his nose to the 
grindstone when all the other 
conditions of his business were 
favorable to success. It is very 
easy to say, “Well, I guess I wiil 
let that go until to-morrow,” then 
when to-morrow comes, to defer 
that, with several other things 
that should be done, until the next 
day. And so the work continues 
to pile up, with the ultimate result 
that nothing is done when it 
should be or as it should be, be- 
cause when the work is finally got- 
ten at there is so much more to 
do that it is done hurriedly and 
consequently without the care and 
thoroughness which it deserves 
When once this habit becomes 
fixed, it is practically impossible 
to break it. It often begins by 
putting off some little thing which 
is not counted of sufficient impor- 
tance to be done at a certain time; 
and it grows slowly but surely 
until its victim almost shirks the 
very necessary work of selling 
goods. If one gets into the habit 
of | things in their proper 
time and order it is just as easy 
to do them in this way as in the 
other, and it is more satisfactory 
and profitable to all concerned. 


* * * 


Over-buving is responsible for 
a great many business losses. Thi 
merchant who buys in haste and 
teo largely will repent at leisure 
No buyer can gauge exactly the 
possible demand in any line of 
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goods, consequently it is almost 
inevitable that toward the end of 
the season he will be entirely out 
of merchandise on which there is 
still some sale at a good profit, or 
will be so overloaded that he will 
have to sell well below cost in or- 
der to sell at all, thus sacrificing 
a good part of the profits made 
earlier in the season, or taking the 
other alternative of carrying over 
the goods, having money locked 
up in them which might be invest- 
ed in salable goods. The price 
concessions that are to be had 
through large buying are very 
tempting; they often enable a 
merchant to undersell a competi- 
tor and yet realize as large a pro- 
fit, or to sell at the same price and 
make a larger profit. This temp- 
tation too often blinds him to the 
risks of such buying. If your cap- 
ital is limited and your competi- 
tors are similz rly situated in the 
financial sense, “‘litthe and often’ 
is a pretty safe rule for buying. 
If, on the other hand, it is neces- 
sary to buy largely in order to 
meet competition and realize a 
satisfactory profit, you should buy 
as largely as your possible trade 
will warrant, but not more so. The 
man with a small capital had bet- 
ter buy early and often and man- 
age somehow to get along on a 
slightly smaller profit, if neces- 
sary, than to over-buy in order to 
meet a co mpetitor on even ground. 
Of course his prices should not 
be higher than those of his com- 
petitor if he would hope to hold 
his own. It is a pretty good plan 
to think over and estimate as ac- 
curately as possible before buying 
for a new season your own capital 
and selling possibilities as com- 
pared with those of your competi- 
tors. If these and the business 
policies of your competitors are 
correctly sized up and you buy in 
the light of judgments thus found, 
you will be pretty safe. 
* * * 


A great many furniture dealers 
in the small towns who have 
wanted to add carpets to their 
line but have been hampered in 
this direction by lack of capital, 
have solved the problem in a way 
by selling from samples and or- 
dering only such goods as are ac- 


tually sold. This will do very 
well where there is no competi- 
tion at aii or where competitors 
also sell from samples; and_ it 
might be helpful in establishing 

profitable trade even in towns 
where competitors sell from the 
roll. Of course, in selling from 
the sample there are no remnants, 
which must be disposed of at cost 
or less and which are often hard 
to sell at any price. A much larg- 
er assortment can be shown and 
more of the newer patterns than 
when selling from the roll, be- 
cause in selling from the samples 
you buy a single piece two or 
three yards long, whereas in sell- 
ing from the roll you must buy a 
full roll of each pattern or pay a 
higher proportionate price for less 
than a roll, On the other hand, 
if you sell from sample you must 
pay more per yard for the carpet 
cut to your order than if you 
bought the roll. The purchaser 
often wants to see __ several 
breadths laid down side by side 
and matched in order to deter- 
mine how the carpet will look 
when made and laid, and you can- 
not do this with a sample. Sam- 
ples of ingrain soon become soiled 
and must be replaced; it is very 
seldom that anything can be got- 
ten out of them because they are 
not salable as rugs and few peo- 
ple have use for a small piece of 
ingrain. It very often happens, 
and especially with people out of 
town, that the purchaser wishes 
to take the carpet home or re- 
quires immediate delivery, either 
of which is impossible if the deal- 
er has only samples in stock. But 
the most important consideration 
of all is the effect of a stock—the 
impression it gives the customer. 
The carpet dealer who wants to 
create the impression that he is 
the carpet dealer of his town 
should carry just as big a stock 
as the limits of his capital and his 
selling possibilities will warrant. 
In addition to all this, there are 
possibilities of disappointments 
for the customer who buys from 
a sample: and though the dealer 
may not be in any way responsi 
ble for such disappointments, he 
is not likelv to sell a second time 
where they occur, Patterns and 
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color schemes will not look at all 


the same sometimes in the com- iness. 


plete carpet as in the sample, and ting 
brand is that in controlling the 


brand you can fix your own price 


there is absolutely no way to over- 
come such objections except that 
of selling from the roll. It might 
be assumed that the capital re- 
‘quired and the losses through 
remnants when selling by the roll 
would necessitate higher prices 

than when selling from samples, 
but this is not necessarily so; and 
even if it were, it might still be 
easier to get the higher prices and 
much more satisfactory as well to 
both buyer and seller. But if car- 
prets should be a part of your 
stock and it’s a question of selling 
from samples or no: at all, don’t 
hesitate to sell in that way. It 
might be desirable, in order to 
keep people coming your way and 
to establish a trade that would 
warrant you in carrying a stock, 
to use carpets as a sort of a spe- 
cial, selling them on a very small 
margin. Of course there is a pos- 
sibility that this would establish 
lower prices than you would be 
willing to sell for after procuring 
a stock; but this need not neces- 
sarily be so, as you would proba- 
bly not buy in the roll the same 
line that you were handling in 
samples and could fix prices on a 
basis of proper profits. 

* * * 


Be very careful about the qual- 
ity of any goods that are put up 
under your own label, especially 
if you are a grocer. Don't ever 
let your name or trade-mark go 
cut on a thing that’s poor. It is 
bad enough to sell poor stuff any- 
how, but it is a mighty sight 
worse to sell it with your name 
or trade-mark on it, because your 
name or trade-mark will be un- 
derstood by your customers as an 
indorsement of any goods on 
which either is found. I believe 
it is often useful for a grocer to 
have certain sorts of foodstuffs 
put ap for him under his own 
brand or label, because if the qual- 
ities are right it will prove an ex- 
cellent advertisement for him, 
bringing people back to his store 
repeatedly where other brands 
would fail to, from the fact that 
they would not so quickly and 
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surely be associated with his bus- 


Another advantage in put 
up goods under a_ special 


without the fear that competitors 
will quote a lower price on the 
same brand. This is not only 
useful in maintaining prices, but 
will enable you to realize a slight- 
ly larger profit than if the goods 
were put up in the regular way; 
though you should be careful not 
to fix a price that is clearly high- 
er than others charge for equal 
qualities. In short, there are two 
ways to use a special brand—one 
is to maintain prices through its 
use, and the other is to use it as 
a special; in either case securing 
good advertising and immunity 
from the cutting of prices by com- 
petitors on the same brand. 
* * * 


If you accept an order and find 

that you have not the goods in 

stock, either get them at once and 
deliver them promptly or notify 

your customer with equal prompt 

ness that you haven’t them in 
stock, indicating how long it will 
take to get them and requesting 
the customer to let you know his 
wishes in the matter as soon as 
possible. Of course, your stock 
should be kept in such shape that 
you will know almost immediately 
when you are out of anything. 
But this will not always be possi 

ble, perhaps, and you should not 
put your customers to any incon 

venience in such a case. When 
accepting orders for goods which 
it is understood are to be sent for, 
be very careful not to promise a 
more prompt delivery than you 
can make. No matter how urgent 
the customer’s need nor how anx 

ious you are to supply it promptly, 
do not promise a delivery which 
you know you cannot make. It 
may please the customer at the 
time, but the disappointment 
which is bound to result will more 
ithan offset any advantage that 
you can possibly gain through 
such a promise. If the customer 
thinks that you require a longer 
time than is necessary for the de 
livery of the purchase, explain the 


difficulties and the delays that are 
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likely to occur, simply adding that 
if you can find any wey of hurry- 
ing the delivery you will certainly 
do so, but that you dare not pro- 
mise it before a certain time be- 
cause you wish to promise only 
what you can perform, 


* * * 


Don’t waste time and money in 
pushing summer goods when you 
know that the time for their sale 
has passed and that you cannot 
expect profitable results from such 
advertising. Remember that the 
fall and winter needs of your cus- 
tomers will come up for consider- 
ation within a few weeks and that 
it is a whole lot better to be a 
little too early than a little too 
late with such advertising. This 
doesn’t mean that you should ad- 
vertise heavy overcoats in hot 
weather, but it does mean that 
you should begin to advertise fall 
evercoats and medium weight un- 
derwear as soon as the chilly 
nights and mornings make their 
need apparent. You should re- 
view your business of last fall and 
winter with the purpose of finding 
out just where your merchandis- 
ing and your advertising were 
weak, and should see that those 
weaknesses do not occur again 
during this fall and winter. You 
have probably already decided 
what lines can be added or cut off 
with profit, and those lines which 
did not show a satisfactory profit 
last fall and winter should get 
more advertising or more skillful 
management or whatever else they 
may need right from the begin- 
ning. You should have a general 
policy carefully and consistently 
laid out and you should foliow it 
until you are absolutely certain 
that it is wrong, correcting it then 
only in those details which are 
Renshy at fault and not discarding 
it entirely with the probability of 
repeating the operation several 
times during the season. The 
trouble with the average merchant 
is that he expects great results al- 
most immediately from any new 
policy which he inaugurates; and 
if such results are not forthcom- 
ing very quickly he becomes tm- 
Patient, concludes that his policy 
is entirely wrong, and instead of 


strengthening it at weak points, 
thus retaining all of it that is good 
and finally bringing every detail 
up to the same plane of excellence 
discards it as a whole and begins 
all over again. 


* * * 


Speaking of correspondence re- 
minds me that a great deal of val- 
uable time is wasted in writing 
the same thing to a great many 
different people or in writing en- 
tire letters where an opening and 
closing paragraph and possibly a 
little more would answer every 
purpose, with addition of cne or 
two regular forms. Suppose, for 
instance, that a great many letters 
are coming in to you, all making 
a single inquiry which could be 
answered by a form letter, but 
many of them making additional 
inquiries which no form letter 
could be made to cover satisfac- 
torily. Instead of writing or dic- 
tating an entire letter each time, 
many concerns formulate two or 
three paragraphs which will an- 
swer those questions most com- 
monly asked, and give each para- 
graph a certain number. Then 
when dict ating an answer to a let- 
ter of inquiry, the inquiries are 
taken up and answered in their 
proper sequence, and when those 
occur which the forms were 
deigned to answer, instead of dic- 
tating a separate answer, the per- 
son who is dictating simply tells 
his stenographer to use form num- 
Ler one, two or three, or whatever 
the number may be which desig- 
nates the proper answer to the in- 
quiry, and proceeds to the next 
inquiry, which perhaps requires 
an answer not sufficiently common 
to warrant a special form. It will 
readily be seen that. with a vol- 
uminous correspondence the grcat- 
er part of which relates to a sin- 
gle subject, an astonishing amount 
of time and mental effort may be 
saved by simply giving the ste- 
nographer an easily remembered 
form number to be embodied in 
the letter in its proper place. 
There need be no difficulty in me- 
morizing these form paragraphs 
and their proper numbers, as there 
will probably not be so many of 
them as to be confusing, 
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are worthy of consideration 
CLAIMS only when based on what 
has been achieved. We 
claim that our publications are second to none on the list 
of “ pulling” mail order mediums. The use of our col- 


umns month after month and year after year by successful 
advertisers proves that our claim is well founded. Over 


800,000 HOMES 


of readers who repose the utmost confidence in us—who 
have money to spend and who spend it through the mails 
are visited each and every month by our publications. 


POPULAR FASHIONS 


Guaranteed circulation each month 


500,000 corus 


Rate, $2.00 per agate line. 


The Fashion World & New Styles 


Guaranteed combined circulation each month 


3 00,000 COPIES 


Combination rate, $1.00 per agate line. No 
individual rate on either of these two papers 
and no order accepted except for both. 





Guaranteed combined circulation of our three publications 


800,000 “noni” 


Rate for all three, $3.00 per agate line. 
POPULAR FASHIONS CO., 79 Fourth Ave., New York. 
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YOUR FORTUNE TOLD 


BY THE ZODIAC. 


Get the October 
issue of THE MAGA- 
ZINE OF MYSTER- 
JES, and place this 
circular astrological 
disk over the one 
you will find on page 
192 of the October 
issue of THE MAGA- 
ZINE OF MYSTER- 
IES, enclosed within 
the radiating lines 
corresponding with 
TWELVE SIGNS those on. this disk 
OF THE which hold the sign 
under which you 
ZODIAC. were born, and you 
- will instantly find 
WHICH ONE WER your horoscope cast 
in detail, revealing 
YOU BORN your fortune by the 
exact science of as- 
trology. This most 
marvelous chart and 
what it reveals is of 
immeasurable 
value to you in all 
affairs of life—busi- 
ness, love and per- 
sonal affairs. It has 
taken days and 
weeks of the most 
profound study by 
some of the greatest 
astrological adepts of the world to prepare and perfect this most wonderful chart. 
Zamael, the greatest liv l 





iving astrological seer, and other mystic adepts are giving 
monthly in THE MAGAZINE OF MYSTERIES all the secrets and powers of the universe. 
If you desire success, wealth and happiness, send 10 cents for the October issue of THE 


MAGAZINE OF MYSTERIES. REMEMBER THE NAME. 


MAGAZINE OF MYSTERIES 


A Large Magazine. Beautifully Illustrated 
Containing Special Articles by Adept Writers, Mystics, Astrologers 


and Yogi 

D dtheir M - 

MYSTERIES OF irre cioritica Visions, 
Occult Powers, Astrology, Hypnotism, Psychology, Tele- 


pathy, Psychometry, Magnetism, Soul Charming, Clair- 
voyance, Craphology, Palmistry, Hidden Powers, etc. 





, explaining the 








THE ONLY MAGAZINE OF THE KIND PUBLISHED 
IN THE WHOLE WORLD. THE MOST PHENOMENAL 


SUCCESS OF THE 20th CENTURY, AIl are delighted with it, be- 
cause it tells All how to get Occult or Psychic power and force, which make for 
Health, Wealth and Happiness. 81.00a year; single copies, 10 cents, 
Send 10 cents to-day for a copy of the October Number of this Mammoth MAG A« 
ZINE OF MYSTERIES, and KNOW YOUR FORTUNE BY 
THE ZODIAC, Address 


THE MACAZINE OF MYSTERIES, 
22 North William St., New York City. 
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A City in a Garden 


COCEUEUOCUCOODEOCUUCCEREEADACCCCUEEEEUOCCOEEAEOOUOCEOUEOOOCOOOEEEOCCOOEOEECUODCOEEOROCCOOSERERODDOREO REGS 





The city teeming with an active, prosperous 
population of two million souls; the garden 
covering an expanse of millions of acres of 
the most fertile land on earth, yielding to its 
energetic tillers the means to furnish themselves 
and families the necessities and luxuries of life. 
The City—Chicago; the Garden—the great 
Northwest, especially Illinois, Iowa, Wisconsin, 
Northern Indiana and Southern Michigan. 


THE 


Chicago Chronicle 





circulates largely in this magnificent territory 
containing hundreds of thousands of thought- 
ful, intelligent people who are opposed to the 
Republican party. This great newspaper is 
their principal source of information. The ad- 
vertiser who desires to talk to this large con- 
stituency can do no wiser thing than to use 
“The Chronicle.” 








H. W. SEYMOUR, Publisher, 


164-166 Washington Street. 
New York Office, ‘2-80 Tribune Building. 
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ive Years More? 

















OFFICE OF 
COURIER PUBLISHING COMPANY, 
ROGHESTER, N. H., September 5, 1901. 


PRINTERS INK JONSON: 

Dear Sir: was amused at the remark of a traveling ink man who 
recently cailed at our office. Said he: ‘In five years from now Printers 
Ink Jonson won’t be known,”’ “ His inks,” he said, “ are what we call 
‘ rock’ inks, and will go only about half as far as good ink ought to go in 
the printing of a job.”” He said your tubes were full weight, but con- 
tained only about half as much ink as tubes of other ink men. When 
you get ready to get out of business let me know. The inks I have bought 
of you have been O.K, Yours, 

Cuas,. G. Jenness, Mgr. Courier. 


The ink knights of the road leave no stone un- 
turned in their effortsto harm me. I seem to be a 
thorn in their side, but “rock inks” is a new one 
on me. Thisink salesman who visited Mr. Jenness 
would make much more money as a fake astrologer 
than he does selling ink, and when his body lies 
moldering in the grave Printers Ink Jonson will 
still be selling the cash-paying printers and publish- 
ers throughout theland. Who made four-cent news 
ink possible ? Who liberated the small job printer 
from the bondage of high prices, and enabled him 
to buy his 25-cent can of ink without feeling em- 
barrassed? Who revolutionized the ink trade by de- 
manding cash in advance, when every other house 
was giving unlimited credit ? I ask no favors. My 
goods speak for themselves. When they are aot 
found asrepresented, [refund themoneyand pay all 
cost of transportation. Send for a copy of price list. 











ADDRESS 


PRINTERS INK JONSON, 


17 Spruce Street, New York. 
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WITHOUT REAL MERIT 


There Would Not Be Such Unparalleled Gains 
in the Amount of PAID ADVERTISING in 


The Philadelphia Inquirer 


During the last six months The Inquirer nas printed 1472 solid 
columns of advertising more than during the corresponding six 
months last year, as is shown by the following table, giving the 
number of columns printed each month last year as compared with 
this year: . 
1901 Columns 1900 Columns Gain in Columns 





March 2226 1852 374 
April 2165 2160 5 
May 2265 2009 256 
June 2163 1791 372 
July 1552 1393 159 
August 1515 1209 306 

Totals 11,886 10,414 1,472 


_And this cannot be ascribed to the country’s great prosperity, 
for it will be seen by the following statement that The Inquirer has 
increased in business in much greater proportion than any of the 
other Philadelphia newspapers: 

August 1901 August 1900 


Columns Columns Gain Loss 
Inquirer 1,515 1,209 306 
Record 1,261 991 270 
Ledger 909 783 126 
North American 730 687 43 
Times 483 530 47 
Press 1,008 1,647 39 


These figures represent the total number of columns of adver- 
tising printed in the Philadelphia newspapers during the months of 
August 1900 and 1901. They are all computed at the unifo m mea- 
surement of fourteen lines to the inch and three hundred lines to 
the column. No better evidence could be given than this, of 
The Inquirer’s great value as an advertising medium of the 
highest quality. 


THE REASON IS PLAIN 


Advertisements in The Inquirer always bring positive results. 
That is whv The Inquirer prints more advertisements than any 
other Philadelphia newspaper, and more Want Ads fhan all the 
others combined. The Inquirer is the people’s paper and con- 
sequently is the one that reaches the homes. 


THE PHILADELPHIA INQUIRER 
1109 Market Street, Phila., Pa. 


NEW YORK OFFICE CHICAGO OFFICE 


Nos, 86-87 Tribune Building 508 Stock uxchange Building 

















